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THe Star leads all other Indianapolis 
dailies in department store advertising. 

In October, 1904, the five large depart- 
ment stores ran 87,602 agate lines of display 


The 
Indianapolis Star 


During the same period THE News carried 
64,535; THE SENTINEL, 25,925, and THE 
SuN, 10,865 lines. Since June 8, 1904, THE 
INDIANAPOLIS STAR has not accepted a single 
local or foreign contract at a lower rate 
than nine cents per agate line. This is 20 
per cent to 300 per cent more than other 
Indianapolis papers receive for a like service. 

The combined paid circulation of the 
Star League is guaranteed to exceed 
140,000 copies daily. 





The Star League 


Star Building Indianapolis, Ind. 


C. J. BILLSON, [anager Foreign Advertising 
Boyce Building, Chicago Tribune Building, New York - 
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MEDICAL BRIEF ADVERTISERS 


declare that its world-wide circu- 
lation—built on merit—makes it 


THE BEST BY ANY TEST... 
TO REACH FAMILY DOCTORS 





Manuractiane 


Kress & Owen COMPANY. GLYCO-THYMOLINE tex 
MANUFACTORING CHEMISTS, Barwrrouam NaSat. Dovcur. 
210 FULTON STREET. Manxasot.. 
outa UNION CODE New YORK, Mars 16th, 1904. 


MEDICAL BRIFP, 
St. Louis, Mo. 
J. 3. Lawrence, M.D., Faitor. 
Dear Doctor:- 

We desire at this time to express our sentiments of 
appreciation due your journal. As an advertising mediym it has well 
served ite part in the establishing of our product, GLYCO-THYMOLINE, 
How well we have succeeded may be mirrored in the statement of a 
prominent New York clinician, who recently remarked: *GLYCO-THYMOLINE 
in the treatment of catarrhal conditians ‘of. mucus membrane has become 
Re standard as any drug ir the pharmacopoeia.* 

Thanking you for any interest in our behalf and wishing a most 
Prosperous season for your journal, we remain, 
Yours very truly, 
_KRESS & OVER COMPANY, 


THE MEDICAL BRIEF 


is read monthly by more 


FAMILY: DOCTORS 
THE WORLD OVER 


than any other medical journal extant. 


MEDICAL BRIEF ADVERTISERS 


are the best witnesses of this 
and tell their own story... 


Sample copy and rates for the asking. 
RRMA 


OFFICES : 
9th and Olive Streets, St. Louis, Mo, Astor Court Building, New York. 
Masonic Temple, ng 
Auckland House, Bashinghall Avenue, 





Il. 
ndon, E. C., England. 
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SPIRO—A PROPRIETARY 
STORY. 


Putting a proprietary article on 
the market without enough capital 
is a pretty ticklish process, There 
are a good many hard nights’ work 
ahead before a national demand 
can be created, and any number of 
chances for the enterprise to fall 
into limbo for lack of just the few 
hundred dollars that will keep it 
going until it goes of itself. Prob- 
ably every man who has marketed 
a commodity under these hard con- 
ditions felt that with plenty of 
money the thing would be all 
plain sailing. The fellow who has 
plenty of money gets little credit 
for business achievement. 

Yet ample capital may be a 
source of danger as well as of 
strength in the proprietary field. 
The man with a slender margin to 
work on goes cautiously. The man 
with plenty of capital, on the other 
hand, takes great risks and often 
incurs great losses. The story of 
Spiro, the antiseptic toilet powder 
now extensively advertised in 
magazines, is the story of a pro- 
prietary article marketed with 
plenty of money. It is also a story 
of difficulties and errors. 

Spiro was introduced to a wait- 
ing world about five years ago, by 
the Spiro Powder Company, of 
Niagara Falls, N. Y. Its promot- 
ers claim that it is the only prepa- 
ration known which will absolutely 
kill the odor of perspiration. They 
take pains to differentiate between 
Spiro and talcum powders, for 
Spiro contains no talcum, and com- 
petes with no talcum preparation, 

The Spiro Powder Company had 
plenty of capital—so much that 
$100,000 was dropped on the article 
in the first three years of its career. 
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That didn’t exhaust the available 
supply of money by any means. In 
fact, the officers of the bank where 
Spiro’s money was kept, looked 
upon its promoters as preposter- 
ously rich young men who found 
the business amusing, and kept it 
up instead of a yacht. They hand- 
ed out money as it was called for. 

To-day Spiro money is passing 
Over the counters of that bank in 
larger.sums. But it is all going 
the other way. 

A. F. Bigger, of the Spiro Pow- 
der Company, discovered the prin- 
ciple of the preparation and per- 
fected it for his own use. Then the 
powder created a demand among 
friends, and that grew into a 
healthy local demand. Everybody 
who tried Spiro once wanted it 
regularly. In short time it became 
evident that the powder was a 
valuable article for promotion, so a 
company was formed. 

The organizers knew very little 
about marketing such an article, 
but they had unbounded! faith in 
Spiro, They thought that advertis- 
ing would be indispensable. But 
they knew very little about the 
kind of advertising that would be 
needed. Bequaning with northern 
New York State, a plan of local 
distribution was put into effect. 
Salesmen placed Spiro with retail 
druggists, and newspaper advertis- 
ing in local dailies told the public 
what the powder was for. Most of 
New York and a large portion of 
Ohio were covered during the first 
year, and Spiro gave evidences of 
becoming as successful in a wide 
field as it had been in a local one. 
Yet at the end of that year the 
company was $19,000 behind. Dur- 
ing the second year this plan was 
adhered to, a broad expanse of 
new territory being added. But 





newspaper advertising seemed to 
eat up all the profits. As a diver- 
sion Mr. Bigger evolved a plan to 
enter Philadelphia without news- 
paper advertising. He asked his 
traveling salesmen what they 
thought of the scheme, and: they 
said “Great!” Every dressmaker 
in the Quaker City received fifty 
or a hundred samples of the pre- 
paration for distribution to her 
customers. The retail drug trade 
was canvassed for small orders, 
and each druggist who ordered 
was asked to furnish a mailing list 
of his customers. To the latter a 
small sample of Spiro was mailed. 
Druggists were also supplied with 
samples for counter distribution. 
It was thought that in this way the 
preparation would win on _ its 
merits without costly newspaper 
space. But, alas! The promoters 
soon found that the samples mail- 
ed and those given away by the 
dressmakers produced no results. 
On inquiry the reason became ap- 
parent. People who received Spi- 
ro in this way had never heard of 
it before, and had seen no newspa- 
per announcements. They there- 
fore distrusted the powder as a 
commodity brought to their atten- 
tion by cheap, underhand methods, 
and did not even go to the trouble 
of giving the samples a trial. It 
was found that when druggists 
handed out a sample with their 
personal commendation a customer 
wag made. But retail druggists in 
large cities are busy people, and 
cannot be counted on for this sort 
of assistance. The samples either 
took their chances on the counter 
among last year’s almanacs or 
failed to get even this indifferent 
distribution. Mail samples in cities 
not only fail to secure a trial in 
the majority of homes, but are 
even regarded as dangerous by the 
refined women who appreciate such 
a product as Spiro. 

There was a larger deficit the 
second year. In their inexperience 
of distributing methods the pro- 
moters of Spiro had put it on the 
market at fifty cents a box. This 
price is almost prohibitory in com- 
parison with the average proprie- 
tary article of to-day, and a sub- 
sequent reduction was made to 
twenty-five cents. But it cost a 
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good many thousand dollars to 
learn even this simple fact. 

During the third year the com- 
pany entered New York City, try- 
ing to create a demand through the 
newspapers at the same time that 
Spiro was being placed with the 
retail trade. Between $12,000 and 
$15,000 was spent in New York 
dailies in six weeks. Large copy, 
averaging fifteen inches across 
three columns was used, and the 
arguments were complete and 
forceful. The advertising looked 
so good on the face of it that speci- 
mens were reproduced in advertis- 
ing journals, and the campaign 
cited generally as one running 
along the proper lines. Only a 
small demand was created with the 
retail trade, however, and when all 
returns from this advertising were 
in the promoters of Spiro knew de- 
finitely that newspaper advertising 
will not distribute goods. They 
retired from the metropolitan field 
and chalked up another loss— 
though it is but fair to state that 
this New York campaign has been 
made profitable since then through 
the adoption of other means of 
advertising. 

This was the point at which most 
proprietary advertisers would have 
quit the field, either in the convic- 
tion that it was unprofitable or be- 
cause their capital would have been 
exhausted. The Spiro people were 
rather dampened in spirit, but they 
had some money left. An incen- 
tive still better was a file of letters 
from persons who had used the 
preparation, several thousand in 
number, speaking of it so warmly 
and earnestly that there could be 
no question of its worth. 

A change of advertising tactics 
was decided upon for the fourth 
year, and with a view to getting 
expert help the opinions of several 
prominent advertising agents were 
sought. This developed a singu- 
larly interesting quarrel between 
doctors. Two of the agents 
agreed that magazine advertising 
was needed to put Spiro on a pay- 
ing basis, but each opposed thie 
other’s views of copy. The first 
agent said the fault lay largely 
in the Spiro promoters’ efforts to 
be refined, and that their copy went 
over the heads of the people. You 
(Continued on bage 6.) 
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Tittle Lessons in Publicity—New Series.—F. 


DAILY PAPERS THAT LEAD 
In “Store News.” 




















The local merchant, the man who is on the field 365 
days in the year, knows the value of his home papers. 
He cannot be fooled. Therefore, the foreign advertiser, 
to get the best results from his appropriation, should follow 
the wisdom of the local merchant and place his advertis- 
ing in papers that lead in store news. Below is a list of 
high-grade afternoon newspapers that are leaders in their 
cities, in the amount of local advertising carried. 


THE BALTIMORE NEWS, “The Great Southern Daily” carries 
more local advertising between Sundays than any other paper in its city of 
publication. Its circulation is larger than that of any other Baltimore paper. 


THE MINNEAPOLIS JOURNAL, “The Great Daily of the Great 
Northwest ” is a strong favorite with local advertisers. It carries more of 
their advertising than any other evening paper in the entire northwest. 


THE INDIANAPOLIS NEWS, “The Great Hoosier Daily ” leads 
in Indianapolis. It carries practically every announcement of local mer- 
chants, many of which appear exclusively in THE NEws. 


THE MONTREAL STAR, “Canada’s Greatest Daily” carries more 
local advertising (English) than any other newspaper in the entire Dominion 
of Canada. 


THE WASHINGTON STAR, “The Great National Daily” carries 
more local advertising than all the other Washington papers combined, Sundays 
included, and more than that carried by any other paper in the United States 
published in a city the size of Washington. 


There is a logical reason why local merchants favor 
these five newspapers with their advertising. There is a 
logical reason why you should use them for publicity. 


DAN A. CARROLL, 


Special Representative, 


Tribune Building, W. Y. PERRY, Tribune Building, 
New York. (Western Manager.) Chicago. 
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couldn’t be too specific in matters 
of this kind. Five persons in every 
ten were in the dark as to the 
meaning of the word “perspira- 
tion.” Talk about “sweat” and 
everybody would see the point. In- 
stead of being refined it was better 
to be flatly gross. To back its 
opinion this agency had one of ftie 
most profitable cathartics in the 
proprietary field, which has been 
built up on the assumption that 
only half the people know what the 
word “constipation” means. The 
advertising of this cathartic is 
sometimes torn off the billboards 
down South, where they have time 
for civic reforms, but the product 
sells by the tens of millions of 
boxes yearly. 

That cathartic is Cascarets. 

The agency that thought similar 
advertising tactics would promote 
Spiro is the Lord & Thomas 
ageny, of Chicago. 

The Frank Presbrey agency, of 
New York, held a view far op- 
posite. All the Presbrey accounts 
are of a refined sort, for this 
agency handles the passenger ad- 
vertising of many big steamship 
lines and railroads. In its field 
each of these agencies is success- 
ful, and no comparisons are neces- 
sary. One follows methods adapt- 
ed to the “masses,” while the other 
makes its appeal to the “classes.” 
The point was to find out which 
could do the most for Spiro. 
When Mr. Presbrey’s. young men 
heard of the preparation they 
thought it lay entirely outside their 
methods of advertising. A pow- 
der designed to destroy the odor 
of perspiration seemed an objec- 
tionable proposition to bring in 
among their high-bred accounts. 
But upon investigation they were 
won over to Spiro, and became 
convinced that it could be made 
highly profitable by distinctively 
“class” advertising in the maga- 
zmes. The key-note of the adver- 
tising they proposed was dainti- 
ness. In talking it over in the 
office they agreed that no man 
there would be willing to tell a 
woman that she needed a powder 
of Spiro’s character, but that an 
of them could talk of Spiro’s 
sweetness and daintiness without 
embarrassment to women or them- 
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selves. This seemed to them the 
true advertising theme for Spiro, 
and they advised that copy be made 
to talk of “The Sweetest Woman.” 
Spiro’s promoters had been work- 
ing along pretty much the same 
idea. So the Presbrey agency got 
the account. 

Magazine advertising began two 
years ago. At first some twenty 
publications were used, the aver- 
age space being a quarter page. 
The list was changed freely, re- 
sults being watched, until a fair 
trial of all the leading magazines 
centered the campaign on those 
that go to women. About a dozen 
publications are used at present, 
and the copy has been increased to 
full pages. Large space and a few 
magazines with large circulation 
is the idea to-day. Some general 
magazines are used. Newspaper 
advertising has not been abandon- 
ed, but is employed to strengthen 
sales at local points where results 
seem to be falling off. 

When magazine advertising was 
begun the company had, of course, 
learned the art of marketing its 
product, while its distribution was 
national instead of local. There 
were many places on the map that 
had not been covered, but distri- 
bution had so far outrun the pos- 
sibilities of local advertising in 
newspapers that this mode of pub- 
licity was out of the question. A 
box of Spiro lasts a long time, and 
the profit on the article jis too 
small to bring a return where 
newspaper advertising is employed. 
A national newspaper campaign 
creates a prodigious demand at a 
large cost. Only a food product 
or a similar commodity, used every 
week when introduced, needs so 
great a volume of advertising, or 
can make it profitable. Magazine 
advertising has been found the 
natural medium for Spiro, both in 
cost and results. It has sufficient 
force without being wasteful. It 
covers the whole country, and 
reaches the natural Spiro clientele 
more effectually than newspapers. 
It is persistent enough to aid ma- 
terially in the distributive problem, 
for where the local newspaper 
campaign was over in a few weeks, 
as the retail druggist knew that it 
would be, the magazine advertising 
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continues, creating a demand that 
cannot be disregarded. Where 
traveling salesmen were necessary 
to place the product in conjunc- 
tion with newspaper advertising, 
they can be largely dispensed with 
in magazine advertising. Much of 
the work of distributing Spiro is 
done by mail, John M. Lynch, the 
company’s advertising manager, 
having devised a correspondence 
system that enlists retail druggists. 
Of the 60,000 listed druggists in the 
United States about 45,000 are of 
consequence in such a proposition. 
Most of these now handle Spiro. 

By sticking to the proposition in 
the face of losses and discourage- 
ment the Spiro Powder Company 
has not only made good its losses, 
but has put its preparation on a 
permanently profitable basis. How 
profitable may be gleaned from the 
fact that the Spiro business this 
year will be twenty times greater 
in volume than that of last year, 
while next year’s outlook favors a 
proportionate growth. 

Jas. H. Coins. 





CLASSIFIED ADVERTISING THE 
SOLICITOR’S SCHOOL. 

In every possible way the display ad- 
vertiser benefits by the efforts of the 
small ad solicitor. This small adman 
finds the difficulties of his position be- 
fore he is long at it. His patron “wants 
to know,” and if the solicitor cannot 
tell him he is in hard lines. Perhaps 
the advertiser who is sought never has 
paid for a line of advertising in his life 
and knows nothing of the nature of the 
wording of an ad. Not only must 
things be explained as to advertising in 
pl, but as to his own ad in particu- 
ar, and when that ad has been run, the 
returns must show at once that it was 
a good investment, 

roving by returns that a small ad 
costing cents will bring back dollars to 
the advertiser is the greatest of edu- 
cators in advertising. ut before this 
proof can be brought about the solicitor 
must have brought his man around to 
the point of giving the ad a trial. In 
doing this there is nothing that can be 
taught the solicitor. He must exercise 
judgment, common sense, tact, and all 
the knowledge of his business that he 

—— . K. Strassman, in Chicago 
nbune, 
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ATTRACTING attention isn’t necessarily 
attracting trade. The claims that clinch 
the bargain—the talk that sells because 
of its earnestness is the quality that 
counts. The ad that forgets cleverness; 
forgets the greatness of the firm name; 
forgets evervthing but the merit of 
the goods it proclaims, is the ad that fills 
its mission, 
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© 
HOW MUCH DOITS 
READERS THINK? 





| ge a good question for an adver- 
tiser to ask of a magazine. The 
character of its editorial pages soon 
reacts upon the advertising. A weak- 
kneed publication presupposes weak- 
kneed readers. Editorial backbone 
presupposes mental fiber—and devel- 
ops it. Earnest, active people, who 
do their own thinking; keen-eyed, 
discriminating judges of values—these 
are the people who find their mental 
food in McClure’s Magazine. They’re 
the people who know how to make 
money—and how to spend it wisely. 
You can’t mislead them as to values 
in magazines or any other merchan- 
dise. But they’re always ready to 
give a fair show to the articles vouched 
for by McClure’s advertising pages— 
THE MARKETPLACE 
OF THE WORLD ::: 
McClure’s Magazine reaches four 
million people yearly. It not only 
reaches them, it makes them believe 
1n it. 
CURTIS P. BRADY, 
Manager Advertising Department. 


S. S. MCCLURE COMPANY, 
New York. 


FREDERICK C. LITTLE i Western Regroorniatives 
FREDERICK E. M. COLE § Marquette Bldg.,Chicago 


EGERTON } New England Representative 
CHICHESTER, nD 


Penn Mutual Bidg., Bosto: 








THE GERMAN PRESS. 
By William Mayner, 


II. 


With regard to the political sec- 
tion of the German Press, it may 
be broadly stated that all papers 
calling themselves “Conservative,” 
are more or less directly under 
Government influence, not official- 
ly but semi-officially, With the 
single exception of the Reichsan- 
seiger, a Government Gazette, 
there is no purely official news- 
paper. The Reichsanzeiger is de- 
voted to official publications, Gov- 
ernment regulations, paliamentary 
speeches, court notices, etc. The 
semi-official press includes the 
Norddeutsche Allgemeine Zeitung, 
read principally by officials, conser- 
vative landowners, etc. Its gen- 
eral news service is relatively poor. 
The same remarks apply to the 
Kreug Zeitung, a paper of the same 
stamp, while the Cologne Gazette, 
although, from time to time, in- 
spired by the Imperial Govern- 
ment, is a paper conducted on a 
grand scale, and is probably the 
only German newspaper that can 
in any way compare with the great 
American and English dailies, 

Among the liberal newspapers, 
there are some very important 
ones; for instance the Berliner 
Tageblatt, with probably the larg- 
est circulation of any German 
political paper. Its mews gives 
evidence of more vigor and push 
than most of the other liberal 
papers. The National Zeitung 
is a very high-class liberal paper 
and has also a big circulation, The 
famous Vossische Zeitung, often 
jocularly called “Aunt Voss” is a 
paper read almost exclusively by 
the middle-class Berliners, It con- 
tains a very large number of local 
advertisements, but not so cleverly 
classified as those of the enterprising 
Lokal Anzeiger. 

In the provinces there a number 
of influential political newspapers, 
but all with a more or less exclus- 
ively local circulation, For in- 





stance; the Dresdner Nachrich- 
ten, the Leipziger Tageblatt, 
Munchner Allgemeine Zeitung, 


the Weser Zeitung in Bremen; the 
Hamburger Correspondent, ‘the 
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Hamburger Fremden Blatt, con- 
taining a very large number of 
advertisements, and the Hambur- 
ger Nachrichten; this latter paper 
was the organ of Prince Bismarck 
after he had left office, and in 
which he used to publish, from 
time to time, his bitter attacks up. 
on the new régime. Even after 
the “sledge-hammer” utterances of 
the Iron Chancellor had ceased 
for ever, it continued to remain a 
political paper of great power, 

Among the leading financial 
papers, should be mentioned the 
Berliner Borsen Zeitung, the Ber. 
liner Borsen Courier, the Ham- 
burger Borsen Halle, and the 
Frankfurter Zeitung, the commer- 
cial and financial articles of which 
have attained international fame. 
This paper has an advanced liberal 
political tendency, 

A large number of the daily 
papers describe themselves as be- 
ing without political creed. Their 
number has largely increased of 
late years, on account of the diversity 
of political public opinion in Germany. 
It is natural that the smaller a 
political group in the Imperial Par- 
liament has become, the smaller 
must also be the number of 
its partisans in the country, and 
consequently the number of readers 
of a paper of such a_ group 
which an editor can reckon upon 
as subscribers. The fact of such 
newspapers becoming non-partisan, 
has the drawback that they grow 
more descriptive in their character, 
become colorless, and __ hesitate 
about expressing an opinion, so 
that their influence upon the people 
as guides and educators diminishes 
considerably. Foremost among 
such non-partisan papers should 
tbe mentioned the Lokal-An- 
seiger of Berlin, Der Tag 
an illustrated daily, and Die Woche 
an illustrated weekly paper, all pub- 
lished by the same firm, Leaving 
aside the question whether the 
tone is high, or the information 
rather superficial, there is no doubt 
that these publications have struck 
the keynote of realism, which the 
old-fashioned, highly educated 
German editors of most papers 
haughtily avoided, in order to in- 
dulge all the more freely in theor- 
ies and fanciful views, In this 
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regard the Lokal-Anzeiger has 
done excellent pioneer work, as has 
been demonstrated by the many 
imitators, none of whom, however, 
have been so far able to raise the 
new style to the standard of the 
antiquated papers. This brings us 
to the department of weekly and 
monthly papers, most of which are 
elaborately illustrated. 

There are some very high-class 
publications such as the Preussiche 
Jahrbucher, full of sterling infor- 
mation, but too high-priced to be 
able to exercise any appreciable 
influence on the mass of the people, 
There are quite a number of most 
interesting and ably conducted 
periodicals, but it is a marvel how 
they even keep alive, when one 
takes into consideration their cir- 
culation, as compared with Har- 
per’s, Scribner's, and the host of 
admirable Ameri¢an publications, 
although their contents are often 
superior as to quality, but lack vari- 
ety and bulk, One cannot help com- 
ing to the conclusion that the Ger- 
mans read very much less than the 
other Saxon races, at least the 
English and Americans. 

Among the illustrated papers the 
Gartenlaube is probably the oldest 
of weekly publications, and at one 
time held a very high position, es- 
pecially when, some thirty years 
ago, it published Marlitt’s now 
somewhat obsolete novels, Since 
the death of its talented editor, 
Keil, it has gradually fallen off, 
and although still good of its kind, 
holds no longer a leading position, 
It is however, an excellent medium 
for advertisements intended to 
reach the home circle. The same 
remarks apply to Daheim, an- 
other illustrated weekly. 

Besides the large number of 
weekly illustrated papers, some of 
which are splendid advertising 
mediums, there is one high-class 
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political comic paper, the Klad- 
deradatsch, founded in 1848. Then 
comes the Fliegende Blatter, one 
of the oldest and best of the comic 
papers. The Lustige Blatter an il- 
lustrated comic paper of high 
merit, is remarkable for its satir- 
ical sketches. 








THERE is such a thing as getting at- 
tention and getting left at one and the 
same. time. 

—_——3.—— 





More publishers’ adver- 


tising appears in The 


Chicage 
Record- Heral 


than in any other news- 
paper in the entire West. 














Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents, 


Actual average circulation 152,062 














The Montgomery Advertiser. 


‘* Alabama’s Only Metropolitan Newspaper.”’ 


Sworn Net Paid Circulation for 1903: Daily, 11,071; Sunday, 15,0513 
Weekly, 13,567. Accorded Double Golden Symbol (QO) by 
The American Newspaper Directory. 
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It is common talk among European—especially English— 
handlers of American goods that the manufacturers of this 
country do not realize what opportunities they are missing by 
avoiding foreign fields. 

After seventeen years of experience, including twelve years’ 
handling of one of the most prominent accounts in the world, our 
Mr. Derrick is now permanently in London, prepared to furnish 
to American producers the most intelligent reports and the 
best possible assistance in placing American goods that warrant 
placing at all. 

An American manufacturer cannot go abroad personally 
and investigate with the same advantages that can be secured 
through this agency. The two forces combined are good. 

Preliminary inquiries can be sent to our American head- 
quarters in New York, under charge of M. Lee Starke. “Starke 
Service,” gratefully known for years by Mr. Starke’s old clients, 
means much, including personal visits to your own office, with- 
out any obligation except co-operative discussion of the subject. 

We are just beginning, in the thickly populated English 
provinces, the development of another American product 
already well known here, but which could easily fail over there 
but for our peculiar knowledge of the ways of the English public. 

Mere connection with a European commercial house is 
not enough. Our international advertising experience is needed. 

Our success is due to a simple combination of detailed 
knowledge and SERVICE. 


The Paul E. Derrick Advertising Agency 


New York London Paris Berlin Cape Town Sydney Buenos Aires 
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Beginning with the current December Number 


STARKE 


becomes 


PUBLISHER 


of the 


American Advertiser 


He has purchased and combined the Ap 
Man’s HELPER with it. The American Ap- 
VERTISER is the oldest advertising journal in 
the world. Starke is determined to make it 
the best. Judge from the December number 
whether he is on the right track. Better— 
judge for a year. You'll be getting lots of 
information and interest while you’re judging. 
This coupon lets you do it at half the regular 
price. The American ADVERTISER will not 
have any free list. It is one dollar a 
year. It is worth many times what 

Building, 


you pay for it. This offer of a New York! 
snes bo ets. for whic 
yearly subscription for 50 cents /send“me® your 


ne for one 
year, beginning 


holds good until January rst. fe 
r. 


Name. 


THIS COUPON SAVES 
YOU 50 CENTS 





Address 





Send stamps or coin with it 





Write both very plainly, 
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A Strong Combination 


Along the main lines of travel from New York into New England there 
are six cities so situated that they present the strongest of reasons for a gen. 
eral advertiser to use their best newspapers. Over a million people live in 
Connecticut. Most of these people are employed in the great manufactories 
of this section and are skilled workers, receiving more than average wages 
They are intelligent readers of newspapers, and can afford those advertised 
articles that reach their notice. 








NSONIA, Conn., is the hub of the great 
driving wheel of industry known as 
the Naugatuck Valley. It is unique in its 

fleld. Its circulation covers Ansonia, Derby 


ARTFORD, Conn. Everybody knows 
there are few cities in the world with 
such great per capita wealth. The 

great insurance business centered here 





and Shelton and their 30,000 inhabitants | make lucrative coonpeten. for thousan 
more thoroughly than any other paper in| As the State Capital, Hartford isa ay 
similar situation. attraction for this immense territory. Pop. 
ulation is 75,000 and increasing. 


Its leading Newspaper is 


The TIMES 


Represented in New York by Perry Lukens, 


Its only Newspaper is 


The SENTINEL 


Represented in New York by E. Katz. 


Binese One. tee A. cantor ry) a 
marvelous manufacturing activity. of Yale University and 

Has such a variety of industries that ing center of Fomaxicabte activity. 1 Hs 
hard times are impossible. Has 75,000 popu-/| immense resources in its Bank Deposi 
lation and growing rapidly. The Consoli-| in its large commerce; and its volume o 
dated R. R, is now spending over $3,000,000 | business is as wonderful as its variety of 
here in improvements to meet the wonderful | industries. The biggest city in the Nutmeg 
State. Population nearly 125,000, 


Its leading Newspaper is Its leading Newspaper is 


The POST The UNION 


The Telegram-Union is the morning equiva- 
di lent of the Fost. eq The Palladium ts an geen leader in the 


Represented in New York by E. Katz. 





EW HAVEN, Conn. Famous as the seat 


Represented in New York by E, Katz. 


i ere Conn. Is generally referred EW LONDON, Conn., known far and wide 
toas “The Silver City” and with_good as a famous sea port, is being made 
reason. Not only does the great Inter- a center by the N. Y° N.H.& H. 3 and 
national Silver Co., center its business here | is the seat of a great ship-building industry. 
but a host of other solid manufactories dis- | The city shows marks of fast growth and 
tribute a shower of silver that is available to | the center of a big, prosperous territory, 


the shrewd advertiser. Its leading Newspaper is 


Its leading Newspaper is The DAY 
The RECORD And the Morning Telegraph is a good and 


hy second. 
Represented by E. E. Smith on request. Represented in New York by E. Katz. 











I know each of these cities. In referring to them as the leading papers in 
their respective communities, I know the facts and will defend my statement 
against any criticism. They are big, strong, ably edited, newsy, clean, aggres- 
sive papers, representing the best there is for an advertiser in each sec: 
tion. My connection with these publications is as their director of publicity 
in preparing plans and copy for the best means of presenting their merits to 
the right kind of general advertisers. Any interested advertiser may address 
them or call on me by letter or telephone. 


WM. F. HAMBLIN, of Geo. P. Rowell & Co., 
10 SPRUCE STREET, NEW YORK. 
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WALL STREET’S ADVER- 
TISING. 


The magazine, billboard and 
street car solicitors never trouble 
Wall Street with their arguments, 
nor look upon it as a locality where 
great advertising appropriations 
are spent. Yet the financial dis- 
trict of New York City, compris- 
ing the great houses in Broad and 
Wall streets, spend greatly in ex- 
cess of $1,000,000 a year for paid 


publicity. 
Wall Street’s money goes into 
newspaper display advertising. 


Hardly any other medium is used, 
except the necessary literature and 
correspondence to follow up re- 
sults, All the great financial 
houses have mailing lists of cus- 
tomers to whom their newest of- 
ferings are submitted, but for ex- 
ploiting great issues of bonds and 
stocks to the investing classes Wall 
Street depends on newspaper ad- 
vertising alone. 

There are two kinds of adver- 
tising in Wall Street. The first is 
routine advertising in newspapers, 
and comprises the cards of brokers 
and financial houses. Some of the 
concerns confine them'selves to the 
New York dailies read by business 
men, as the Times, Sun, Herald, 
etc., and to the Wall Street dailies. 
Others extend this routine adver- 
tising to every leading city in the 
country, and to foreign centers 
like London and Paris, Routine 
advertising is tame and formal, 
consisting of nothing more than a 
business card. Small space is oc- 
cupied. Yet it runs on through 
the years endlessly, and in the 
course of each twelvemonth runs 
into pretty large figures for adver- 
tising space. 

The second kind of advertising 
done by Wall Street is that an- 
nouncing sales of bonds and stocks, 
the merging of companies, the con- 
version of securities, the payment 
of dividends, etc. This is all in 
the nature of news, and the cam- 
paigns sometimes last less than a 
week, When a great Broad Street 
house has an issue of railroad 


bonds to sell or is financing a new 
trust, it seeks to let every person 
in the United States and the for- 
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eign money centers know about it. 
There are never any arguments in 
this advertising, however, It is 
announcement, pure and simple. In 
many cases the investing public 
knows all about the merits of the 
securities advertised, and there is 
no need to explain. Where the ad- 
vertising announces securities that 
are not known among investors 
there will sometimes be explana- 
tion amounting to argument in the 
literature sent to inquirers, But the 
newspaper advertising is always re- 
served. This doesn’t mean that it 
is curt. Wall Street announce- 
ments are often long-winded and 
legal in form. But they never 
undertake to educate the investing 
public. ‘That public is supposed 
to know. If it doesn’t know, let 
it write.and find out particulars. 
Let it see Wall Street’s small bills, 

Things were not always thus. 
Years ago Wall Street took pains 
to print educational matter in its 
newspaper ads, and advertising 
covered larger spaces than at pres- 
ent. Now, however, the investing 
public has been educated. It also 
prefers to do its own thinking. 
Wall street depends largely upon 
news reports to educate new in- 
vestors in the ways of the mart, 
and the individual financial houses 
depend upon their reputations to 
make their formal advertising 
carry weight. Some of the leading 
houses in the Street have built up 
tremendous names without paid 
advertising, yet newspaper adver- 
tising has really made them. They 
have won a reputation for doing 
things. Always at the fore in large 
deals, their names are constantly 
printed in connection with opera- 
tions attracting national attention. 
Their most productive advertising 
goes out through regular news 
channels, and is free. 

Wall Street advertising varies in 
volume with the rise and fall of 
the market. During a period of 
depression such as has just been 
passed the public is not investing, 
and there are few new issues to 
be advertised. But when the 
market picks up, as it did before 
election, the Wall Street houses 
have announcements to make. It 
might be thought by those who 
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know the power of advertising to 
create sentiment, that Wall Street 
would use paid publicity to help 
it out of its difficulties. There are 
times in this famous thoroughfare 
when the public could get real bar- 
gains if it would only look at the 
market philosophically. When the 
investor is hiding around the cor- 
ner and prices are way down, there 
are opportunities to pick up secur- 
ities at low prices. Wall Street 
seems never to have learned the 
force of display advertising in 
stimulating the market at such 
times. Any stimulus deemed ad- 
visable is administered through 
regular news channels, and the 
news columns are also relied upon 
to allay popular prejudice hurtful 
to certain investments, 

Wall Street advertising. in news- 
papers throughout the country is 
confined to leading cities, and to 
the few journals in those cities that 
make a specialty of financial and 
business news. Only the daily 
newspaper seems adequate to give 
the quick publicity desired. A few 
magazines such as the Jndependent 
and Outlook carry small amounts 
of Wall Street advertising, but the 
general magazines have none at all. 
Even the Wall Street dailies and 
the financial press carry little of it 
in comparison. Investors in the 
mass turn to the daily paper for 
financial news, 

Perhaps three-fourths of the ad- 
vertising of Wall Street houses is 
placed through a single agency— 
that of Albert Frank & Co. 25 
Broad street. This agency has 
made a specialty of financial busi- 
ness for thirty-two years, and has 
branches in Chicago, Boston and 
Philadelphia. It also handles large 
quantities of steamship advertising 
of the formal sort, placing notices 
of sailings and newspaper business. 
Some steamship magazine advertis- 
ing is handled. Its steamship 
clients include the North German 
Lloyd, White Star Line, Great 
Northern Steamship Co., Interna- 
tional Navigation Co. and Cunard 
Steamship Co, 

The following houses are most 
prominent in Wall Street adver- 
tising: 

J. P. Morgan & Co,, August Belmont & 








Co., Kuhn, Loeb & Co., J. & W. Seli 
Co., Harvey Fisk & aed N.W. Harke 
Co., Farson, Leach & Co., Speyer & Co. 
Vermilye & Co., Brown Brothers & Co. 
Ladenburg, Thalman & Co., Maitland, Cop. 
pell & Co., Hallgarten & Co., Redmond @ 
Co., H. B. Hollins & Co,, Blair & Co., Blake 
Bros. & Co., Clark, Dodge & Co., Baring 
Magcun & Co., Plympton, Gardiner & Co, d 
+ >—_—___ 








REDUCED TO 200 LAGERS, 
Monopol- und Endlose  Kassen-Kop. 
trollblocks die besten Durchschreibe. 

Blocks der Gegenwart! 

Moritz & Kummer, Berwin C. 25 
eat. Beruin, C. 25, Nov. 18, 1904, 
Editor of Printers’ INK: 

_As to your query: “Is the, subscrip. 
tion price of Printers’ INK too high,” 
I wish to say that it is a rather serious 
matter to advise a schoolmaster, even 
if he calls himself ‘“‘little.” There 
is a saying here in this city, that a 
schoolmaster is always right—in the 
morning, namely, with the school-boys, 

Hoping that you will receive this 
letter in the afternoon—I venture to 
say, that in this country a five dollar 
bill counts rather high. My beloved 
confreres will figure, that this sum 
supplig¢s them with 420 glasses of cool 
fresh lager,—which is not to be de 
spised. You, dear sir, very likely can 
not see the connection of your valuable 
paper and the lager? 

You would, if. you knew a German 
thirst. Reduce the price to 200 lagers 
and I will send you quite a number of 
subscribers. 

Very truly yours, 
ALFRED A. BREDow. 


———_++—____ 
A WANT AD SCHEME. 
Toronto, CANADA, Nov. 28, 1904. 
Editor of Printers’ INK: 

We are inclosing you an aluminum pocket 
piece which we are using to advertise our want 
ad department, by dropping them in different 
parts of the city. rf — fading one of them 
keeps it until they happen to lose something, 
when on the return of it to the office, they 
receivea twenty word ad in lost and found 
column free. is we find a splendid adver. 
tisement, as we can keep them continually in 
circulation, and there being some value attach- 
ed to them people naturally keep it,and so long 
as they keep it we are being advertised. 

Yours truly, 
Tue News. 


—————~~_1>——_——_ 
THE REASON WHY. 
Avery L. Ranp Company, 
Large Edition Printers. 
18 Binford Street, 
Boston, Nov. 29, 1904 
Editor of Printers’ INK: 

Yes, the price of $5 was altogether 
too high and it was for that reason, 
and that reason only, that we dr 
Printers’ INK. Inclosed please find 
our check for $10, which we understand 
covers our subscription for Printers 
InK for ten years. 

Very truly yours. 
Avery L. Ranp, President. 


chortle 1% sete 

Dotne stunts and talking loud will 
give a man notoriety, but it’s “making 
good” that gives him solid reputation 
and an Ar rating, 
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A Roll of Honor 


(SECOND YEAR.) 
No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 





Advertisements under this 





ing to the 1 


904 issue of the p—~—— ‘News aper Direc 


d_ from publishers who, acco: 
rectory, have submitted 4 for 


that edition of the Directory a detailed circulation a, duly signed and dated 


also from publishers who for some reason failed to ob 


rating in the 1904 


igure 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such ateee- 
ment being available for use in the 1905 issue of the American Newspaper Direc 
culation figures in the ROLL OF Honor of the last named character are marked with an Gk) » 


These are generally regarded the cares who believe that an advertiser has a right 


to know what he pays his hard cash for. 


Announcements under this classification, if entitled as above, cos ts per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount 1 Taid wholly in 


advance. 


can be made, provided the publisher sends a statement in detail, prope 


Weekly, monthly or ‘quarterly correct ions to date yo ing increase of es 


perly signed and 


dated, covering the additional period, in accordance with the rules of the American News- 


paper Directory. 
ALABAMA. 


Anniaton, Evening Star. Daily aver. for 1903, 
1,551. Republic, weekly aver. 1908, 2,216. 


Birmingham, Ledger. dy. age for 5 
16,670. ‘st 6 mos. ’04,19,852. Katee TINY Y. 
ARIZONA. 

Phoenix, Republican. Dail Sone pe foes. 
6,088. Chus. 7. Logan Special Agency, 
ARKANSAS. 


Little Rock, Arkansas Methodist. Anderson 
& Millar, pubs. Actual average 1903, tape lll 


Little Rock, Baptist Advance, wy. Av. 
4,550. Nine months ending Oct. 27, 1904, B.i11. 


CALIFORNIA. 
Freano, Morning Republican, daily. Aver, 1903 
5,160, /st 9 mos, ’94,6,299. E. Katz, 8, A., N. ¥. 
Mountain View, Signe of the Times. Actual 
weekly average for 1908, 82,842, 
an tte Facts, daily. Daily average for 
908 1,456, No weekly. 
en Franeteeo, Call, d’y and 8’y. J. D. Spreck- 
els. Actual daily avera ue oe! year ending Sept., 
1904, ds. 106; Sunday, 86, 
San Jose, Pacific Tree and Vine,mo, W. G. 
Actual average, 1903, 6,185. First 
three months, 1904, 8,166. 


- COLORADO. 
Denver, Post, daily. Post fzivtas and Pub- 


by Co. Average for 1903, 88,798. Average 
for gust rao, é ae , 


ugust, 1904, 45,064. in, 8,716. 

wr The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
A teed by the publishers of the 
ov ue American Newspaper Direct- 
fai) ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


CONNECTICUT. 
sd rere: Te Times alkenes # a Real 1903, 


Meriden, Morni' ng Record rd and Republican. 
daily average for 1908, 7,582, 


New Haven, Evening Register, daily. Actual 
av, for 1905, 18,571; Sunday, coger 


1a ith ith 


yor 1903, att 





New Haven, 0 
monthly, Actual average 


+ | paper in State. Aver. 





New Haven, Palladium, daily. Average 
1908, 7,625. i Kate, Spectal agent, ee 


New Haven, Union. Av. / Ay. 1908, 15,827, first 
mos. 190k, 16,008. E. Katz, Special’ Agent, N. 
New London. Day, ev’g. Aver. 1903, Soe. 
pm 1904, 6,049. E. Katz, Spec. Ad. Agt., N. Y. 
Norwalk, Eveni j Hor Daily average year 
ending June 1, 1904, 8 (2k). 
Norwich. Bulletin, —, Average for 1903, 
4,988; first sia months 1904, 5,178. 4 
Seymour, Record, weekly. W. C. Sharpe, Pub. 
Actuat average 1903, 1, Too! 


Waterbury, ublican. Daily a 1903, 
5,846. La Jaw Maxwell. Spec. Agts, N. Y. 
DELAWARE. 


Wilmington, Every Ev: 
anteed circulation for 1908, 1 1908, 1 


Wilmington, Morning Nev OT Cry Romine 
DISTRICT OF fe ggg mnm 


Wadtagien, Ev. Star, daily. Ev. Star News- 
paper Co. Average for 1908, 8 088 (©). 


Nationa’ nal Teibane, Week, Av for 1902 


ning. of Average guar- 


teas mos. 1903, , aan 8. 
Smith & Thompson, Rep., N. Y. & Chicago. 
FLORIDA. 
ki lle, Metro; ay A amt, 8 896 
bree eee kale eey 
GEORGIA. 
Atlanta, Journal, dy. Av. 1903, ated Sept. 
1904, 44,808. Semi-weekly Lweekly 45,867, 
Atlanta, News. “Actual daily average, 1908, 
20.104. Average April, 1904, 26,547. 4 
Atlanta, Southern Culti Cultivator, 
semimo, Actual wverage for a bedaee aver 
age first six months 1904, $6,666. 
IDAHO. 


Bol ital News, d’y and ao 
Co, Aver 19, daily ®,F41, week 
Hy rat 6 mos. 1904, dy. 8,016, wy. "SSee" 


ILLINOIS. 
, ery News. seid. months ending Sept. 
plang rE y: w ieee Bae Ta 


.- - . News, First ‘our aa 1904, 
am paign. leas than 2,6 : 


’ | no day’s issue of less 
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Ohieago, Bakers’ Helper, monthly ($2. = H. 
R. Ulissold. Average for 1903, 4,175 (OO 


one p senate Clinic, monthly. ‘a w. 

.; 8. DeWitt Clough, adv. mer. 

) oF ion 80,000 copies, reaching 

over antec ctr of the American medical pro- 
Session. 


Chicago, Breeders’ we stock farm,week- 
iy Sanders Pub. Co. ual a average for 1903 
7,880, 30 weeks ending Sep Sent., 28, 1904, 68,157. 
Gites 0, Dental Digest, mo. PD. H. Crouse, 
pub. Actual average for 1903, 7,000. 








Chicago, Farmers’ Voice. Actual weekly aver- 
age year ending September, 45 1904, ZZ, 802 (2%). 


Ohieago, Grain Dealers Jot Journal,s.mo. Grain 
DealersCompany. Av. for 1903, 4,854 (@O). 


Ohicage, Gregg Writer, monthly. Shorthand 
and Typewriting. Actual average 1903, 11,666. 


Chicago, Journal Amer. Med. Assoc. Wy. av. 
1903, 28,615, July, Aug., Sept., 1904, $2,381. 


aoe Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 


Chieago. National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos, 1903, 6, 250. 


Ohi Record-Herald. Average for 1903, 
daily 1 4,218, Sunday 191,817. 


Chicago, Retailer’s Journal, monthly. Pre- 
sent circulation 10,750. 

COPY OF APSIDAVET. 

I, R. G. Galusho, manager of the Western 
New wspaper Union, Chicago, Il).,do hereby cer- 
tify that we have printed for the RETAILERS’ 
JouRNAL during the months of June, July, 
August, September, October and November, 1904, 
an average of 10,750 copies per issue. 

G. GALUSHO, 
Sworn to and subscribed before me 
(SEAL) this | November 34, 1904, 
G. Brown, Notary Public. 


Clayton, Ente! wise week No issue since 
1895 leas than 1.008 copies. it 


Kewanee, Star-Courier. Av. for 1903. daily 
8,088, wy. 1,414. Daily ist 5 mos, ’04,8,296. 


La Salle, Say Fremien, Polish, weekly. 


Average 1903, 1,80 
ana Sunday, morning. 





Peorla, Star, eveni 
Actual sworn average for 1903, 22,19 

Roekford, Republic, daily. Astuat average 
for 1903,6,540. La Uoste & Maxwell, N.Y. 


INDIANA. 
Evansville, STR and 8. CourierCo., 
ub. Act. av.’02,11,218 ). Snore ry "03, 12: 
18. Smith & Thompson, Sp. pson, Sp. Rep.,N. & Chicago. 
Evansville, Journal-News. ay 1908, d’y 18,- 
852, ist. 6 mos. '04,14,160. EZ. Katz, 8. A., N.Y. 
Goshen. wey Club, monthly. Average for 
1908, 26,878. A ‘persistent ium, as 
wives keep every issue for daily reference. 
Indianapolis, News, AT a. net sales in 1903, 
69,885, August, 1904, 78,8: 
| nym lis, Star. Av. n et onles for 
returns and unsold co; copies deductea), 86,8 oN 
Marion, Kaoter, daily. W W. B. Westlake, ep. 
Actual aver. for 6 mos. end. June 30, ’04, 5,741. 
Munele, Star. Average ne net sales for t. (all 
returns and unsold copies dec deducted) 27,864. 
Notre Dame. The Ave Mar Maria, Catholic weekly 
magazine. Actual a: average Jc Sor 1903, 24,082. 
Riehmond Sun-Telegram. egram. Sworn av. 1903, dy. 
8,811. For Feb., 1904, 6,944. 
ant Bend, Tribune. Sworn da ily average 
5,718. Sworn n average for Oct., 6,780. 
an Haute, Star. Av. ar. Av. net sales for t. (all 
returnsand unsold copies deducted), 21,560 (%). 


mage’ tape 


Ardmore, daily and_ weekly. 
Average for 1903, Tt 961; soy. 8,872. 


IOWA. 


Olinton, Advertiser. Actual daily average for 
903, 10,280, 
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Davenport, Times. Daily aver. 1903, 8,0) 
8.-wy. 1,660. Daily aver. Oct.,1904, 9 "820. ont 
guar, more than double of uble of any Davenport daily, 


Decorah Decorah-Posten ( -Posten (Norwegian). Sworn 
av. cir'n, 193, 89,681, March, 1904, 40,866, 


Des Moines. Capital, daily. Lafayette You 
publisher, Actual average for 1903, 81,89 oe 
Average for first six months 1904, 85,808, 

City circulation the largest of, any Des Moines 
newspaper absolutely guaranteed. Only evening 

ot Bon carrying advertising of the 
stores. Carries largest amount of 

advert ising. 


Den Moines, News. daily. Actual are for 
1903, 45.876. B.D. But ier, N. Y. and Chicago. 


Dens Moines, Wallace’s Poreeet, wy. Est. 1879. 
Actual average for 1903, 88,76 


Museatine. Journal, Dai Daily av. 1903 4,849, 
cemi weekly 2,708, Fret four months 5,167. 


Ottumwa, Courier. Daily Daily average for March 
and April. 1904, 5,021. ‘raed average for 
March and ‘April, 190s, 7.704, 


Stoux Oity, Journal. . av. for 1903 (sworn) 

19,492, daily av. - .. nine — of y 
21,272. Records always open. 

its "jleld than of all nen daily papere ‘Combeneh, 
KANSAS. 


Wetchincen. News. Daily 1903, Stes, weekly, 
a 12, E. Katz, Agent, New Yor 


one eka, Western i haik dommes, educationa 
aall ly. Average for 1903, 8,125. 
KENTUCKY. 


Harrodsburg, Democrat. Best weekly in best 
section Ky. Av, 1903, 8,582; growing fast. 


Lexington, Leader. Av.’03, 3,828, Sy. 4,092, 
ist q’t’r ’04, dy. 8,928, Sy. 5,448. E. Katz, agt. 

Loufaville, Evening Post, dy. Evening Post 
Co., pubs. Actual avevage for 1903, 26,964, 


Paducah, News-Democrat. Daily net av. 193, 
2,904. Yearend. June 30,04, net paid cir. 2,92?. 


Padueah, Sun. October, 1904, 
Average 2,900. 


LOUISIANA. 


New Orleana, The Southern Buck, official 
organof Elkdom in La. and Miss. Av.’03, 4,780, 


MAINE. 


Augusta, Comfort,mo. W. 
Actual average for 1903, 1,269, 995 


Bangor. Commercial. Average for 1903, daily 
8,218, weekly 29,006, 


Dover, Piscataquis Observer. Actuat weekly 
average 1903, 1, 904, 


Lewiston. Evening Journ Journal, daily. Aver. for 
1903, 6,814 (© ©), wee weakly 15.4 15,482 (© ©). 


Phillips, Maine Woods and and Woodsman, weekly. 
J. W. Brackett Co. Average for 1908, 8,041. 





2B, Gannett, pub. 


Portland. Evening Expres Express. Average for 1908, 
daily 11,740, Sunday Telegram 8,090. 


MARYLAND. 


Baltimore, News, weny, Evening News Pub- 
Te Oo 5 Average 1908, 44,582. For October, 
° 


MASSACHUSETTS. 


Boaton, Evening Transcript(@@)(412). Bost Boston's 
tea table pa; wer. Largest amou amount of week-day ad 


ey 6 e for 1903, 178,808. 


Av. 7 10h, ~— pAb) Sv. 179,268. 
Con aie er, dy "England. See- 
ond largest Sunday adaen t in New Bugland. 


Roston, Traveler. Est. 1824. Actua! daily av. 
fae a In 1908, 76, one, iS the first siv 
mon of 1904, daily average, 

Reps. ; Smith & Thompson, N. ¥. and Chicago. 














ee ee te et es 











on 
ily, 


a 





Daily Average, 








m, Globe. Aennge Sor 1903, daily, 195,- 


Bae sunday, 2 197,824. 
ay k= y, #8 fi go in morning and afternoon 


“NOVEMBER, 1904, 








197,270 
195,216 
193,815 
192,498 
193.077 
199,864 
208,925 


282,795 


oF 290,680 

193,531 
194,663 
193,801 
Holiday 
208.571 
196,481 


194,330 
194,787 
193,505 





SBRLERRBBLS 











Total 5,187,831 1,141,344 
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First six 


Kalamazoo, Evening relograph. a 4 
WW. e 


mos, 1904, dy. 9,881, June, 9 June, 9, 
Saginaw. Courier-Herald, daily, 8 
precy 8,288; October, October, 1904, 11,118. 


aginaw. nee News, dai! Average for 
nn il, 815. ober, 190%, eNews, deity. 14,586. a 
MINNESOTA. 


wemeanatia. Farmers’ Tribune, twice-a-week, 
Murphy, pub. Aver. for 1903, 68,686. 


Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual canes 1903, 78,854. First six 
months 1904, 79,50 

Minneapolts, Journal, dai oe Ry ‘int- 
ing Co. Serena a * 1903, 7,089. 2 rivet 10 
menthe 100k, "68.9 92 

Sitageapelie Svenska Amerikanska Posten. 
Swan J. Turnblad, = 1903, neers 


my 





Minneapolis, The 
monthly. Actual average 1903, 268, eo. 


Minneapele Tribune. W. J. Murphy, pub. 
Est. 1867. Oldest aero daily, 1903, 
datly quenags, 72,882; lage que rter of 1903, 
was 77,129: Sunday, 62,924. Sunday 
ray e Tor first ten mouths of 1904 was 

8, 
ten months chs te sane 886. Duily 
average for Det 


Di 
CAA lishes its circulati 
AN siderable 
TEED ROLL oF Honor, and ishes a 
— statement in its own col- 
The Tribune is the ree- 
gnized Want Ad | Medium of Minneapolis 





207,518 
sunday Average, 285,396 


Perfect copies peed a jor onl TAYLOR, a 
Business Manager. 


m. - Northfield, Record of Christian Work, 
1. ‘Aver. for year end’g Dec. 34, 1903,20.250. 
Coe tt you want a strictly home circulation— 

8, Page rate $22.40 flat, pro rata, 


snc Cape Ann Bows. Actual daily 
average year ending February 1904, 4,804; 
aver. jirst six mos. 1904, Yh, 6,241; thank 1904, 6,525. 


North Adama, Transcript, even. Dail; 
1903, 5,267. Daily av. printed Oct., 1904, rte 


Springfield, Good Bousskecping, 2 mo. Aver- 
age 1904, 171.0 ave, No issue in 1905 less than 
200,000 copies, A U advertisements guaranteed. 





Woreester, Evening Post, Post, oly. Worcester 
Post Co. Average for 1908, 11,7 


sWrereester, 1/0pinion ‘Pu onnetigue. daily a 29. 
United States on Roll of Honor, 


MICHIGAN. 


Adrian. Telegram, dy. D. W. Grandon. & ‘or 
1908,8,912. Aver, ist. i mos. Of 1904, 4,10 f 


Flint, Mich Daily Journal. Aver. 
June 30, '04, 6,067 (3k). Av. +). Av. for June, 6, See &. 


Grand Rapids, Evening | Press, d Average 
1903, 87,499. 44,290 aver. 90 aver. daily to" Sept. 1, 1904. 


Grand Rapids, Furniture Record Onl; 
national paper in its field. — 


Grand Reside, Herald. Average dail 
fer, 1903, 22, ay first six months Yo08, ed ist, 187. 
Only morning and the only the only Sunday paper here. 


Jackson. Press and ‘and Patriot. Actual daily 
average for 1903, 5,649. Av. Oct., 1904, 6,768, 


Kalamazoo, Gazette, daily, six mos. to t. 
Ai ane ntees 100 me Saran 
Three months to fin Far sat, ORT _— 








Owatonna, Chronicle, semi-w’y. Av. for 
1903, 1.896. Owatonna’s leading newspaper. 
Present circulation, _ 2.100. 


St. Paul, Der Wanderer, with ag’l sup.. Der 
Farmer im Westen, wy. Av. J Av. for 1903, 10,500. 


8t. Paul, al, Diepase uy: Aver. 1903, 58,044. 
Present a ST. PAUL'S LEAD- 
ING NEWSPAPER, dag aver. 1903, 78,026. 

&t. Paul, Globe, daily. Globe Co., publishers. 
a average for 1903, $1,641. 

t. Paul. hey daily. Actual average for 
1908°85,816 B. D. Bu ler, N. Y. and Chicago. 
St. Paul. Pioneer-Press. Daily average for 
1903 84,298, Sunday 80,988. “ 

St. Paul, The Farmer, s.-mo. , S5c. pe 
line, with discounts. Circulation Pp - year ries 
June, 1904, 81,500. Present average, ae 

St. Paul, Volkszeitung. 2 Actual a 
dy. 11,116, wy. 28,414, ‘414, Sonntageblatt 408. 

Winona, Republican and can and Herald, daily. Aver- 
age year ending June, 1904, 4,126. 


MISSOURI. 

Joplin, Globe, daily. Average 1903, 10.510 
Oct. 1904, 12,507. “E. Katz, Special ent, N.Y. 

Kaneas Clty, Journal, a’y d’y and w Average 
for 1903, daily 60,268, 68, weekly 188,725. 

Kansas oe.“ World, dail daily. Actual average 
Sor 1903, 64,28 D. Butler, N, Y. & Chicago. 

a tng ay ae + arn ny South, monthly. Actual 
average for 


&t, Joseph, » New anal Ps and Press. Daily aver. for 
1903,80,418. Last 3 mos. t 3 mos. 1908, 85,065. 

St. Louls, Medical Brief, n Brief,mo. J. J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 1903, 87,950. 


St. Loula, National Druggist. mo. Henry R. 
Strong, Editor and Publisher. focrage ie 1904, 
8,080 (© ©). Eastern office, 59 Maiden Lan 


St. Louis, Star. ~~ Actual daily average ae 
1903, 64,878. 


St. Louis. The Woman’s M e. mete. 
Women and home. a Pub, Proven a 
age for 1903, 1,845,511. Actual ppren ooer- 
age Jor past 13 12 months ‘ 611 Wo} 
guaranteed exceed 506,00 ; ae 
count. Eosate 8 Ty 9 an publica 
in the world, 








18 
MONTANA. 


Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 0.549 general circulation. 


Butte, Inter-Mountain, eve! evening. Sworn net cir- 
cuieteon Sor, 1903, 10,617. Sworn net circu- 
lation from Jan. 7 to June 30, 1904, over 14,000. 
NEBRASKA. 
Lineoln, Daily Star. seen auerage Sor 1903, 
11,165, September, 1904, 15,795. 
Lincoln, Deutsch- an er, sete. 
Average year ending June, 1904, 149,8 
Lineoln, Freie Presse, weekly. ree ite 
for year ending June, 1904, 152,088. 
Lineoln, Nebraska Farm Journal. Monthly 
average year ending August, 1904, 14,400 (3). 
Omaha, Den Danske Pioneer, wy. Sophusg F. 
Neble Pub. Co. Average for : Sor 1903, 29,084. 
@maha, New: ily. ‘ily. Actual average be 1903, 
41,824. B.D. stl ler, New York and Chicago. 
NEW HAMPSHIRE. 
Nashua, Tel ph, dy. and wy. Daily aver. 
40 mos. "04, 2,87 3 October, 04, 8,169. 
NEW JERSEY. 
Camden, Daily Courier. Est. 1876. Net —. 
circulation for 8 mos. end. Aug., 34, 1904, 8,22 
Camden, Post-Telegram. Actual daily aver- 
age, 1903, &,798 sworn. Jan.,1904, 5,889. 
Clayton, Reporter, weekly. A. t Jenkins, 
Pub. Actual a a werage for 7 1908, @, 019 
Hebeken, Observer, on. Actual average 
1902; 18,087 ; Sept.. 1903, 1908, 22,751. 
Jersey City, Evening Jou Journal. Average for 
1903, 19-012. First six months 1904, 21,024. 
Newark, Bvening News. News. Even News Pub. 
Co. Av. for 1903, dai ly 58,896. Su y16,291. 
Newmarket, Advertisers’ | Guide,mo. Stanley 
Day, publisher. Average for 1903, 8,125, 
Washington, Star,wy. Sworn av.’03,8,759 
Sworn aver. for year ending Sept. 1, ’04, 8, 904. 


NEW YORK. 
Albany, Journal, ovening, Journal Co. Daily 
average for ‘or September, 2 1,656. 


Albany, Times-Union, every evening. Estab]. 
1856. Average for first three months 1904, 29,626. 


Batavia. News, even Average 1903 
6,487. Six months, 1904, 6,810. 
oX hamton, Evening Herald, daily. Herald 
“e for first three months 1904,18,214, 
yee, wy morn.; Enquirer, even. \. 
J. Conners. Aver. for 1908, morning 50,882, 
evening 88,082; Sunday aver average 638,586. 
Buffale. Evening News. Daily average 1903, 
79,408. First 3 months 1904, 85,949. 
Satekill, Recorder, weekly. Harry Hall, edi- 
tor. 1903 av., 8,408. Av. August, 1904, 8,659. 
nee eae. Demoasa Fridays. Est. 1840. Aver. 
2,248. Only Dem. pap paper in county. 
ion, Republican, in, established 1821. Chas. H. 
Betts, editor and prop. Circulation 1903, 2,82 1. 
Mount Vernon, Daily Argus. Average 1903, 
2,989. Westchester County’s Vs leading paper. 
Newburgh, News, daily. Av. for 1903, 4,487. 
more than all oti other Newb’gh papers combined ned. 
New York City. 
American Machinist, w’y, machine construc. 
(Also European edition.) tion.) Average 1908, 20,475. 


Army & ween Journal Est. 1863. Weekly aver. 
for 1903, 9.02 . Present circulation (May 7) 
9,415. W.0.¢ Mp. Church, Pubs. 


Automobile (The), week], ok Jipticen Building. 
Average circulation 1903, 1 





Baker’s Review, monthly. “sg BR. Gregory Co., 
publishers. Actual arerage for 1903, 4,450. 
Average for last three months 1903, 4,700. 


Bensziger’s 6 Magazine, fam: family monthly. Ben- 
ziger Brothers. ‘Average for 1903, 29,208 copies. 
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Clipper, weekly (Theatrical). Frank Queen 
a Co., Ltd. Aver. for 1903, 26,912 (© ©) 6s), 


ry Goods, monthly. Max J crhubee, 
liner. Actual average for 1905, £86 6 pub. 


El Comercio, mo. Spanish export. J, Shep 
ard Clark Co. Average for 1: 1903, 6,667, 


Electrical Review, weekiy. weekiy. Electrical Review 
Pub. Co. Average for 1903, 6,885 (©©), 


Elite Styles, ey eed fashion. Actual 
average Jor 1903, 62%, 


Engineering News. ; Pra ournal of ei 
mechanical, mini and pre engin ineering: 


Average circulation 1903, 12,642 (© ©). 


Forward, rr Forward Association, Aven 
age for 1903, 48,241. 


Four-Track ows, monthly. Actual av. paid 
for six months ending October, 1904, 100,000 
w—-— edition guaranteed 100, 000. 


berdasher, mo., est. 1881. Actual average for 
oan 7.166, Binders’ vit and Post 
receipts distributed monthly to advertisers, 


Hardware Dealers’ agenme, morthly, 
In 1903 ame issue less than 17.000 (@0). 
D. T. MALLETT, Pub., 253 Bi 253 Broadway. 


Junior sean fashion monthly. Max Jaeger 
huber, pub. Actual average 1903, 86,540, 


Leslie’s Weekly. Actual aver. year end. A 
1904, 69, 0TF (hk). Pres. av. over 75,000 pte 

Leslie’s Monthly Magazine, New York. At 
circulation for the t 12 mouths, 229.112, 
Present average ci: ation 257,6 00. Novem- 
ber number guaranteed 800,000. 


Music Trade Review, music trade and art week- 
ly. Average for 1908, 5,588. 


National Provisioner, weekly. Packing howe, 
butchers, cotton seed cil, ete. 1903 av. cir. 6,408, 


New Thought, monthly. 27 F. 22d St., New York. 
poe | Flower, publisher. Number of copiesand , 

adver mem bn rates _— each aoe on first page 

ing matter. Sample copy free for the 

Worth examination. NEW THOUGHT ar 
money for all its advertisers. Discount to 
agencies, 25 per cent from published rates. Aver 
age for 1903, 104, 1X Sr 


Pocket List of Railroad Of Omiclals, qly. Railr'd 
Transp. Av. 1903, 17.99 2; April, 1904,19, 728, 


an People’s Home Journal, 525.166 monthly, 

ood Literature, 452,888 monthly, average cir- 

cota or 1904—all to ‘d-in-advance sub- 
scribers. F. M. Lupton, Publisher. 

Printers’ Ink, a journal for sdvertisers, 4 
lished _ eve! ‘Wedn esday. Established 
Actual weekly ave: es ol we, ai. 001. 
weekly average for 1904 week ending 
November 16, 1904, 14.880, le 

The Ladies’ World, mo., Household. Average 
net paid circulation, 1903, 480,155. 

The Wall Street Journal. Dow, Jones & 0o., 
publishers. Daily average 1903, 11,987. 

The World. Actual aver. for 1903, Morn., 278, 
607, Evening, 857,102, Sunday, 888,650, 

Toilettes, fashion, monthly. Max Jagerhuber 
publisher. Actual average for 1903, 61,800. 

Rochester, Case and Comment, mo. Law. At. 
Sor 1903, 80,0090 ; 4 years’ ree mg ae 

Seheneetady, Gazette, N. 
nea for 1902, 9, Ong." yt Ey ‘mae 


mei Evening Herald Herald, daily. Herald Co., 
pub. Aver, 1903, dai y 88,107, Sunday 88,496, 

Utiea, National ee Contractor, M0 
Average for 1903, 2,708 

Utiea, Press, on, oft A. Meyer, publisher. 
Average for 1903, 14,004 

Warsaw, Western Tow Yorker, weekly. Aver- 
age or 1903, 8,802. In county of 32,000 with 

y. 


NORTH CAROLINA. 


Charlotte, Observer. North Carolina's HY 
mos per. Actual daily aver. 1a tre 
Sunday, ci vh semi-weekly, 8,800. Fi 


months 1904, 6, 578. 


Elizabeth City, Tar Heel, weekly. Actual 
average 1903, 8,500. Covers ten counties. 
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Biblical Recorder, weekly. Average 
1908, Relelg BY First five months 1904, 10,166. 
NORTH DAKOTA. wen 
Herald, dy. av. for il, 4 
sige Frat geo ps 7. 6.000 for ear, N. Dakota's 
beOnST DAILY. La Coste & Maxwell N.Y. Rep. 
Grand ka, Normanden, weekly. Av. for 
1903, Grand Guar. 6,700 other Hoe. 1, 1904, 
OHIO. 
nm, Beacon Journal. Average /903, 8,208. 
yAMTRS'Temple Court. Av: Sept., 1904, 9,642. 
Plain t Dealer. Est. 1841. Actual 
es. 1003, 66,4455 Sunday. 60,709. 
Oct., 1904, 1, BG, 028 daily; Suu ‘Sunday, 70,718. 


Dayton Daily News 


Guaranteed 
Circulation 


For six months ending August 31, 1904, was 
19,014 copies per issue. Certified by 
Advertisers Bureau of Circulation Ex- 
aminer 
poe circulation than other three Dayton 
dailies combined. Write tt in the contract. 
field, Daily News. Act. 
jee 1 280CK). First 6 mos. 0, eee. 
Pee 'd, Press-Republic. Aver. 1903.9, 283. 
ipril, '0s, 10,155. N.Y. office, 523 Temple Court. 


presen Court House, Fayette Co. 
Record, weekly. Actual ctual average 1903, 275. 


Youngstown, Vindicator. D'y av.’03,11, 009. 
LaCoste & Maxwel , Eastern Reps. 











PR ahery Signal, daily, reaches 8S. E. Ohio. 
tees 5,000. Asarags cin eee. 1904, &, 814. 


Zanesville, times-Recorder. Sworn av. Oct., 
194, 9,571 (3). Guaranteed double nearest com- 
petitor and to exceed combined competitors. 

OKLAHOMA. 

Guthrie, opens Farmer, weekly. Actual 

average 1903, 0 


. * 








P+ aement State Capital, dy. and wy. 
ver. for, a daily 20,062, weekly 2.014. 
ing July 1, °08, dy. 19,868; wy. 28,119 


pon City, The Oklahoman. 7/903 aver., 
5,816; Oct.,’04,8,802. E. Katz, Agent, N.Y. 
OREGON. 


anrtend Bap Telegram, dy. (ex. Sun.). 
Sworn ciro’n pone Re a June 30, 21,148. 


Portland. Oregon Daily Journal. Actual aver- 
a ae ten months 1904, 14,760. Actual 
average 





ober, 16,016. 


PENNSYLVANIA. 


Chester, Times, ev’g di 1908, 8,187. 
N.Y, office, 220 Bway. 8 Fe ANor rup, Mgr. 


Pp People. weekly. 





Aug. Klenke, Mgr. 


Average 1903, 8,088. 
Erle, Times, dail verage for 1903, 11, 208. 
October, meen dolly, Azere Ez. 9. E. Katz, Sp. Ag. N.Y. 


Harrisburg, Telegraph. Dy. sworn av. Oct.’04, 
11,508. Largest ciren. in Harrisburg guar’t’d. 


Philadelphia, American Medicine. wy. Av. 
for 192, 19,827. Av. March, 1903, 16,827, 


Philadelphia, German Daily Gazette. Aver- 
circulation six mos. /904, dasly £2,908. Sun- 
day 82,268. Sworn statement. Cir. books open. 


Philadelphia, Press. Dail average fond 
ing October 3/, 1904, 118,149 net copies Bold. 
renatelnhle. Sanday School | Timon, wes. 
A for is 2,961. 
The Tees Amociaiton. Philadelphia, 
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In Philadelphia there are over 
230,000 homes. The circulation 
of “The Bulletin” during the 
month of October, after deduct- 
ing all damaged, unsold and 
returned copies was 187,539 
copies per day. 

When the number of undesir- 
able homes are deducted from 
this total it would seem that 
“The Bulletin” every evening 
goes into nearly every buying 
home in Philadelphia, 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


October Circulation 


The following statement shows the actual cir- 
— of THE EVENING TELEGRAPH for each 
day in the month of September, 1904: 


SeeRNEREEEES 








NET AVERAGE FOR OCTOBER 


140,209 copies per day 


BARCLAY HB. WaRsonton, President. 
Philadelphia, Nov. 1, 1904, 1.3 


Philadelphia, The Groce Grocery World. Actua, 
average year ending August, August, 1904, 11,741. 


Pottsville, Evening Chronicle, Official county 
organ. Daily average 1903, 6,648, 


Weat Chester, Local News. daily. W. H. 
Hodgson. Average for 1908 15,168. 
tomers Grit. America’s Greatesi 


Week Net paid average 1903, 181,868, Smith 
& Thompeon: Reps. » New York and Chi tcago. 
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Big -~ —y, Farm Journal, mare F Wil- 
Atkinson be publishers verage 
for" 1903, & inters’ Ink awarded 
the seventh Sugar Sout to = Journal with this 
nscri; 
* Awarded June 2th, 1902, by 
he Little 


“of merits extending over a 
“period of half a year, hat pa ”, among ¢ all 
“those published in the Unit tates, has been 
- ‘i pronounced | the one that best serves its purpose 
an an ‘or the agricultu- 
ral population, and as an effective and economi- 
medium for communicating with them, 

* through its advertising columns.” 


York. Dispatch, daily. Dispatch Publishing 
Co. Average for 1903, 8,108. 


RHODE ISLAND. 
Providence, Daily Journal, 16,485 (QO). 
Sunday, 19,892 (OO). Evening "Bulletin 3a Ske 
averaye 1903. Providence Journal Co., pubs 


Weaterly, Sun. Geo. H. Utter, pub. Average 
1903, 4,888, Quly daily in So. Rhode Island. 


SOUTH CAROLINA. 
Oharleston, Kvening Post. Actual dy. aver. 
for third 3 months 1904, 8,974, 


Columbia, State, daily. State Co., publishers. 
Actual arer. for 1903, daily, 6.568 ( 3 sent, 
weekly, 2,015 3; Sundc 1y,%,705 Actual aver 
Sor September, 1904, daily 8,649, Sunday 9,902. 


TENNESSEE. 
Chattanooga, Crabtree’si\Weekly Press. Aver- 
age September and October, 41,6 86 (>). 
Lewisburg, Tribune, semi-weekly. W. M 
Carter. Actual average 1903, 1,201. 


Memeits. C ag ae 1 Appedd.ts x4 Sunday, 
hy A 89, Sunday 
88.080, onebte t et, $21 (964). ist '6 pod ng 1904, 
daily 88,447, Sunday ¢ 45,898, weekly 88,109. 

Memphis, Morning News. Actual daily aver- 

age for 1903, ie 94. For six months ending 
My 1904, 21,5 

Nashville, oa daily. Aver. for year 1903, 
18.772. Six months 1904, 20,851. Only Nash’ 
ville daily eligible to Roll of Honor, 


Nashville, Progressive Teacherand Southw’n 
School Journal,mo. Average for 1903, 9,500. 


TEXAS. 

Denton. Denton Co. Record and Chronicle 
wy. W.C. Edwards. Average for 1903, 2,689. 

El Paso. Herald. Dy. av. 1903, 8,265; April, 
Page 4,284. he og ts’ canvass showed Herald 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll of Honor. 

Paris, Advocate Die - N. Furey, pub. Act- 

ual average, 1903, 


VERMONT. 
Barre, Times, daily. F. KE. Langley. Aver. 1903, 
2,710. Five months in 1904, 8,062. 


Burlington, Free Press. Daily av. '03, ag 
81-2 mos. to Sept. 15, I, 6.804. At present 6, b00 
amined by Association of American certbure. 


Burlington, News. Jos. Auld. Actual daily 
average 1903, 5,046, sworn av. Aug., 1904, 6,161. 
VIRGINIA. 


Norfolk, Dispatch, daily. Sworn average for 
1902, a ae 1903, 77,4823 February, 8,448; 

















cieeneh, News Leader, every evening ex- 
cept Sunday. Daily average February /, 1903, to 
rears 41,1904, 227,414. The largest circula- 
tion between Washington and Atlanta. 


Richmond, Times-Dispatch, morning. Actual 
dail ae six months ending June, 1904, 
19,618 High price circulation with no waste 





WASHINGTON. 
Seattle, Times. Actual aver. circulation 
6 months 1904, daily 86,348, Sunday 48 Ad 
peng and Sunday in State,’ 
Tecoma, Ledger. Dy. av. 1903, 12. 
15,6 WYs, S912. Average 6 A 
Mit H Sy., 18,294: yo 501. S.C. Beck. 
with, rep., “ibune Bldg. ° ¥.'@ Chicago 


WEST VIRGINIA, 
gag nen . Sentinel, daily. R. E. Hornor, 
pub. Average or 1903, 2.801 (1054), 


Wheeling, News. Dail idc , 
— a ‘cirew'n 10,3 et ie p Repay afer. 
‘0 April 1, 1904 uarantees a rid cirediall 

equal to any other two Wheeling papere combined. 


WISCONSIN. 
La Crosse, Chronicle. Daily average 
June, 1904, 5,885 (hk). Aver. June, rik Wend 
La Crosse, Leader-Press evening. Actual 
average 1903,5,590. Average June, 14, 6,108, 
Milwaukee. Evening W outs. fly. Kvg. Wis. 
consin Co. Average for 1903, 21 1; December 
1903, 25,090; October, 1904, $7,864 (©). 
Milwaukee, Garmerato Abandon. dy. Av, iH 
year end’g Feb.,'04, 28,8763 av. Feb.,’04, 24,808, 
Milwaukee, Journal, daily. Journal seen 
Av. end, June, 1904, 86,016. June, 1904, 86,87 
Oshkosh, Northwestern. daily. Average 
1903, 6, 488. First six months 10h, 7,228, “al 
Raeine, Journal, daily. Journal Printing 0o, 
Average for 1903, Bit0R. = 
Racine, Wisconsin Agriculturist, weekly, Es 
tablished 1877. Aver. for 1903, 88,181, First 0 
months 1904,86,754. Advertising, $2.80 per inch 


“i WYOMING. . 

eyenne, Tribune. Actual daily w 

1903, 270 09.” ee 
Rock Springs, Independent. Weekly avera 

Sor 1903, 1,055. First eight months 190K, 1,88. 


BRITISH COLUMBIA. 
Vancouver, Province, daily, W. C. Nichol, 
publisher. Average for 1903, 5,888; 
October, 1904, 8,089. 
Victoria, Colonist, duily. Colonist P. & P.Co, 
Average for 1903, 8,695; June, 1904, 4,808, 


MANITOBA, CAN. 

Winnipeg, Der Nordwesten, Western Canada’s 
German newspaper, covers the entire German 
speaking a exclusive field, Aver 
age for 12 months en rding June 30, 1904, 10,798. 

Winnipeg, Free Press, d Press, daily and weekly. Av. 
erage for 1903, daily, 18, ng 3 weekly, 1 908, 
Daily, October, 1904, ZF, 2B 


NEW BRUNSWICK, CAN. 
St. John, Star. Actual daily average for 
September, 1904, 6,806. 
NOVA SCOTIA, CAN. 
Halifax, ae mony (® 2 and a Mail. 
Sworn circulation exceeds 16,000. 
ONTARIO, CAN. 
Toronto, Canadian Implement and Vebicle 
Trade, monthly. Aree ‘or 1903, 5,875. 
Toronto, Star, 
October, 31, 29,848; for Ooto rs October, 2,416. 
Toronto, The News (Inde mien, 
daily. ‘Aver, Jirst nine mont 304 Sh 187 ( 
Average for October, 1904, 85,5659 
QUEBEC, CAN. 
Montreal, Herald, ally. Est. 1808. Actual 
average for 1908, 22,515. 
Montreal, La Presse. eo, Tre Berthiaume Pir 
lisher. Actual average 1903, daily 72,894 
Average April, 1904, 80.116. 


Montreal Sas, dy.&w Fg m & Co. do. 
‘or 03, dy. &6.12Z, wy. 12 een trisb). Sit mos. 














or Guplication. In ninety per cent o; Richmond | fo 
homes, The State paper, - v 


d, May 3/, 03, = av, 65,147, wy. 122,157. 
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| (©©) GOLD MARK PAPERS@©) 





(©) Advertisers value these 
the mere number of copies prin 
the sign ©.— Webster’s Dictionary. 


more for the class and gpa of their circulation than for 
Among the old chemists gold 


was symbolically represented by 


Out of a grand total of poe publications pete in the 1904 issue at Rowell’s ’ Ps soail ‘Newspa- 


Directory, one hundred and nine are a 
marks ort he meaning of which is cad om 


a a all the ae! 
OTA ad 


hé so-called gold 


for advertisements entitled to be liste? = snder th .wesiding is 20 cents a line per week. 





| 
pba. abi o a* 
THE EVENING Stax), Washington, D.C. 
Reaches 90% of the Washinevon homes. 


GEORGIA. 

THE MORNING NEWS (©60), Savannah, Ga. 
Agood newspaper in every sense; with a well-to- 
do clientele, with many wants and ample means, 
Only morning daily within one hundred miles. 


ILLINOIS. 
TRIBUNE (© ©). Only pa AE: Chien ‘oO re- 
ceiving this 28. 'k, because ring 
‘ory results. 
BAKERS’ HELPER, (@ ©), Chicago, only “Gold 
Mark” baking journal. Oldest, largest, best 
known. Subscribers in every State and Ter: ritory. 


KENTUOKY. 
THE COURIER-JOURNAL (© ©), Lovie, 
daily, Sender and weekly. Not only has 


While an old and conservative newspaper it has 
never lacxed pro; iveness. It was the first 
per outside or ew York city to introduce the 
Hergenthaler linotype machine. It is carried 
po mileg | of the week on a special train of its 
wn to the heart of the wealthy ‘“ Blue-grass 
ren,” and has alarger circulation in that 
rritory than any other other daily. 


MASSACHUSETTS. 
BOSTON EVENING TRANSCRIPT (©6), esta 
lished 1830. The only ¢ gold mark daily in Tm 
oaperon PILOT ). every Saturday. Roman 
. Jas. Jet OO; sceT oa itor. ” 


MIN NNESOTA. 


Ge PORTH VES TERN Mt MILLER 





Minneapolis, M 
ei ing and flour trade alt ren aust. The 
only “Gold Mark” milling journal (©). 


NEW YORK. 
THE POST EXPRESS (©©). Rochester, N. Y. 
Best advertising medium in this section, 


ENGINEKRING NEWS ( ).—The highesttech- 
Eagle 


nical authority in journalism.—Brooklyn 
HARDWARE DI:ALERS’ MAGAZINE, 
In 1903 no issue less than 17,000 lo 
D.T. MALLETT, Pub., 263 B: way, N. Y. 
THE NEW YORK TIMES (©©), “Alithe news 

that’s fit to print.” Net circulation exceeding one 

hundred thousand — daily free of returns. 


ELECTRICAL WORLD AND ENGINEER © ©), 
established 1874; covers foreign and domestic 
electrical purchasers; largest largest a circulation. 


BUFFALO COMMERCIAL © Desirable 
because it always produces s sat cour results, 


CENTURY MAGAZINE © ¢ © ©). There area few 

Rha al in every community who know more 

all kN others. These people read the 
CENTURY INE. 


NEW YORK Li (© ©). daily and Sun- 
day. Established A conservative, clean 
and up-to-date att, whose readers repre- 
aoe —s Ln purchasing power toa h- 
& 


OHIO. 
CINCINNATI BRQOIBER © Gaget—tnGe- 
ential—of world-w 
medium in penn tend Middie West. — | 


information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
THE PUBLIC LEDGER (@6©), the ONLY news- 
peper admitted into thousan 3 of Philadelphia 
omes. _‘*Philadelphia’s yo Independ- 
aoe Hall and Public ” Cireulati ion grow- 
ing faster than M4 50 yeas, ‘leader in Financ ial, 
Educational, Boo Estate, Atetion, and ali 

other paw aatardbae that coun 


THE PITTSBURG DISPATCH 9a. stare 
Pa. Delivered in more homes in tha 
any other two Pittsburg newspapers. 


SOUTH CAROLINA. 


THE STATE (©0), Columbia, 8. C., reaches 
every part of South Carolina, 


FOL VIRGINIA. 

NOR L —s (© 0) juantity as 
well as qual a 2 Goes tS WE oF th the 4 in 
Norfolk a vicinity. 


WISCONSIN, 


THE MILWAUKEE EVENING ha aaa 
(©O), one of the Golden Dozen Newspape: 


NOVA SCOTIA, CAN. 
THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation ation exceeds 16,000, fiat rate. 


THE TORONTO | GLOBE (ce) 


Canada’s National N Wewebaper. 
representatives. BRIGHT & RREE, +A - York 
and Chicago. Sworn circulation exceeds 50,000 




















nently and frequently. 





Considering that the gold marks (¢) are 
diligently sought for by publishers and rarely 
bestowed by Rowell’s American Newspaper Di- 
rectory, it would seem that those who enjoy 
their possession would proclaim that fact promi- 





























22 








PRINTERS’ INK, 











THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 











CALIFORNIA. 
ss TIMES prints more “Want” and otherclas- 
sified > Avermeemnents than the other five 
newspa| s Angeles combined. It is the 
gmedium for tye exe e of a intelli- 
gence ihoughout the whole Southwes 
Rate—ONE CENT A WORD FOR EACH OH INSERTION ; 
minimum charge 2 wants. Sworn daily average 
for year 1903, 36,656 copies. .Av tion 
regularly exceeds 51,004 copies. 


COLORADO. 
HE Denver yy wy b sation. Nov. aA 1904, 
contained 3,506 want 8, a total o' 80 7-16 
columns. The Post is the a Want A Aa, of 
the Rocky Mount e rate for Want 
advertising in D the Post is five cents per line 
each insertion, seven words to the line. 


CONNECTICUT 
ERIDEN, Conn.. RECORD covers field of 50,000 


population; working people are skilled 
mechanics. Classified rate, cent aword a day, 
fivejcents a word a week. “Agents Wanted,’ 


ete., cent a word a day. 


DELAWARE. 
ILMINGTON people use the EVENING JouR- 
NAL for “Want ads.” Foreign advertisers 
can safely follow the home example. 


i" Delaware the Fry daily paper that guar- 
antees circulation is ‘Every Evening.” It 
carries more c! advertising than all the 
other Wilmington papers combined. 


DISTRIOT ei pg name nt 
Nhe Washington, D. C., EVENING STaR (OO) 
carries DOUBLE the Soe of Wane Abs of 
any other paper in W: ington and more than 
all of the other papers comb ned. 
MAKE COMPARISON ANY DAY. 


GEORGIA. 
RE Atlanta JouRNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS. 
EORIA (Ill.) JouRNAL reaches over 13,000 of 
the prosperous people of on Illinois. 
Rate, one cent per word each issue. 


T= Chicago DAILY News isthe city’s “Want 





ad” directory. It published during the year 
1903 10,781 Colmes of “classified” advertising, 
of 634,626 individual advertisements. 


co 
Of these were transmitted to the DaILy 
NeEws office by telephone. No free Want ads are 
published. The DaILy News rigidly. excludes all 
objectionable advertisements. ‘‘Nearly every- 
a roadie -y) En sreads th language in r around 
or about is the DaILy News, 8 
the Post at 
INDIANA DIANA. 
HE Marion LEADER is recognized as the best 
result getter for waut ads. 


ERRE HAUTE Star carries more wast ads 
than all other ‘!erre Haute dailies 


NDIANAPOLIS Star since Janu: first has 
more than doubled the volume of its Classi- 
fled adve On Sunday, April] 10, the STAR 
carried more than two full wo full pages of Want Ads. 


he Indianapolis News d News during the first six 
months of 1904 printed 66.240 more classified 
apolis combined, = ~ page tem < eo. 
combined, prin’ a ° sep- 

Siete paid Want ads ¢ during t that time. 


UNCIE Star carries mc more Want ads than 
any other Indiana_morning newspaper, 
with the exception of the Indianapolis STAR. 





IOWA. 
HE Des Moines CaPiTaL ntees the larg- 
est circulation in the clfy of of Des Moines of 
the want ad medium 
owa. ne cent a word. By the month, 
hy It ‘8 published six evenings a week. 
Saturday the big day. 


KENTUORY. 
Ta Owensboro DAILY INQUIRER carries 
Want ads every week than any other Owen 
boro newspaper carries in any month. Eighteen 


words one week, 25c. 
HE Ba: D 7 bade i 
ngor DaILy NEWS, 0 ngo 
i Want adv. medium; oo :; me. best 


HEE G EXPRESS carries more Want ads 
than mall 0 other Portiand d dailies combined” 
MARYLAND. 
HE Baltimore News carries more Want Ads 
than ong other Baltimore daily. It is the 
ized Want Ad medium of Baltimore, 


MASSACH yg 


carries more than a solid page of “Want” 
ads—30 words 5 days, 25c. ys, 2c. Copy mailed free, 


[HE Boston TRAVELER VELER publishes more Want 
‘ abvereaag wan any ¢ other exclusively even- 
ny per and every advertisement 
is pad for at the established Tate. 


SB Bose NN EVENING TRA | gy 3 is the lead 

~ F. aoe medium in New 

It prints more advertis ements of schools and in 
structors than all other ther Boston dailies combined 


(PuE Boston n GLOBE, daily daily and Guadey. cs 
to the adver. 





tiser. a} 

on = yr rin’ 
which was more than appeared i 
other Boston ae asa Every want? ad was spall 
for at the card rate, and there were no 
deals or discoente. 


MICHIGAN. 
—., COURIER-HERALD (daily), only Sun- 
y paper; —_  sgaead circulation 10,500; 
le. weak }¢c. subseque! 
MINNESO 
Ne St. PAUL Fy ee is Oy leading “Want” 
~ edium in th lay and relied 
upon eve 
more paid ease Ay 
dailies combined; brings senties at smallest cost, 
Circulation 1903—53,044 ; now 57,624. 


| hs +4 that prove that The Min = 4 
JOURNAL carries the — “Want Ads”of any 


daily newspaper in =~ No est: 
. _ nneapolis Nearest 
Jo al. Competitor. 
For year 1903, 2,980 cols. 1,900 cols. 
10 months 1904, 2978 ” oH = 


HE MINNEAPOLIS TRIBUNE is t 
Want ad medium of Minnea) volie Sa id has 
It is the oldest : Minne 
bscribers, 





“1 

ments by! week at full oy (average of ine vt two 
day), a Ry ce covers both 

Sales Po: ming issues. No other Min- 

pues < y curries anywhere near the num 

ber of id 7 Wanted advertisements or the 

amount in volume. 


IssovuRi. 
Ts Joplin Pe carries more Want ads 
than all other papers in Southwest Missouri 
gives results. One cents 
word. Minimum, 15c. 
[PRE Kansas City JouRNA OURNAL (every morn! 
including Sunday), one of the 
Want ad mediums of the United Sinton: to % 


columns paid Wants Sunday; pA 4, 10 columns 
daily. Rate, 5 centsa $@ nonpariel lin 


NEBRASKA. 
THE Lincoln DarLy Stak, the best “Want Ad” 
me ium at Nebraska’s capital, Guaranteed 
circulation exceeds 12, "Rates, 1 cent 


a ° 
Saturday rate. 15 
Pilar ts cobie anak Bay Beak Lamia, Bee 
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ETH xEW 2 ERSEY. ~— 

LIZA AILY JOURNAL covers on 

E* of 9000 Largest circulation. Brings Te- 
Ce “Want” medium. Cent a word. 


NEW YORK. 
osT-EXPRESS is the best afternoon Want 
7 ad- oedinaa in Rochester. 


LBANY EVENING iG JOURNAL, Eastern N. Y.’s 
As best best paper for Wants and classified ads. 


AILY ARGUS, Hunt, x N.Y. Great 
Dest ant ad wn 


N Binghamton the LEADER ec la 
Pn ; hence pays best. SEC WINES 





UFFALO NEWS with over 87,000 circulation, 
B isthe only Want Medium in Buffalo and the 
in the State, outside of 

New peat Oi. 


E Tres-UNI0n, of Albany, New York. Bet- 
5 a ter a - wants ae Cy ae 
tter than any other paper 
guarantees a eireuiation greater than al other 
Gaily papers in that city. 


mareeny 1 INK Pople wear. The rec- 

7 d lead ntad medium for 

want od 0 i. — 1) Sa er articles, ad vertis- 

ing novelties, printing, written \ Scan, 

= r ——, office ices, adwriting, half- 

and ractically anything which 

ingress ot nese ~| to advertisers and busi- 

ed advertisements, 20 cents 

. Rover issue ne lat six words to a line. Sample 
copies, ten cents. 





OHIO. 
N Zanesville the TImEs-RECORDER prints twice 
as many Want ads as any other paper. 
HE Zanesville SIGNAL reaches 64 towns in 8. E. 
Ohio, also 68 rural routes; }¢c. a word net. 
OUNGSTOWN VinpicaTor—Leading ‘Want’ 
medium. 1c. per word. Largest circulation 
D AYTON (0.) News always leads in Want ads. 
» —_ per word per insertion. Largest 


OKLAHOM “< 
HE OKLAHOMAN, Okla. City, Publishes 
more Wants than any four oie ja. competitors. 
@REGON. 


TRE Portland, , Quemen DaILy JOURNAL, every 
evening and Sunday morning, carries more 


“want ads” than all the other evening papers 
in Oregon combined, including its C rnoon 
Portland contempo: ~ Rate:5 cents a line 
each insertion—seven insertions, including the 
Sunday JOURNAL, for the price of 
PENNSYLVANIA. 
HILADELPHIA Vy Be. EVENING 


Want ads in ame eng 0 ae it 
goes daily -—— peore ” Phen omes than 
any other med hia there are 

ut 230,000 ho: a Sousa — 
which during the ‘aeath of Au id (ee erased 
185,017 copies per day, net = [aa Roll of 
Honor), goes each evenin; ng in majority 
of e- fomes. In Philadelphia nearly ~~ 
reads THE BULLETIN BULLETIN will 
not Taint in its classified columns advertisements 
of a misleading or doubtful nature, those that 
carry stamp or coin clauses, nor those that do 
not offer legit imate employment. 


In ye there are 
Germans. 
60,000 own bg homes. 


ferman Daily Gazette 


Daily and Sunday, goes 
into nearly every one of 
these buying homes. 
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Wtsmaans (Pa.) Times. Gagtation over 
11,000 daily, Classified rate, 6 cent a line, 


Ts Cone, ; TIMES C2 carries from two to 
five times more classified ads than any 





other paper. 
— VERMONT. . 
r n ered NEws y be 
per and the Want medium of the city. 


Reaches twice as many people as any a 
carries more Want ads. Png Lael 
any advertiser in Burlington te: a 


ben guor nd 

Y. par: News ae ed every afternoon 
seulaion by tong ddan Grid aver" yeas) Sd 
circu. on 01 aver. 
the ‘J wen advertisement medium in 
———. Clasalfied — one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


shanti WASHIN —. 
oma LEDGER, Daily and Sunday, car- 
sri more Want ads No Dell t the other news- 
papers in Tacoma combined 


" ‘ WISCONSIN. 

paper of its class carries as 

N olis'as the Evanine @ TELEGRAM, of Buperior, 
Wisconsin. 


ANESVILLE GAZ and_ week! 
P iw reaches 6.500 nnn 2th RY million do! 
richest sectio 


Mar Riponetn tokeces belt fee riches postion 
i) ie NO we 
lines $ times, 25¢.; weekly, 5c. nd Big results 
from little talk. 
HE MILWAUKEE be meen | not leads its 
field in both display classified, but car 
ried more than one-half Mot fnath the ed car- 
ried by J Aad Milwaukee evening and 
papers co 
Daily, 7. per line: line; Ly Tue lower 
on contracts. SENTI LooMPs Milwaukee, 
Wis. 
CANADA ADA. 
MRE Halifax HERALD ee A and the oMan— How 
Scotia’s rec 


PRESSE, Mo ntreal. La 
LA camistuanires kare, daly rea 
100,000.) Consien inon Wied cation ake Pea 

pa nn in the world. 


HE DAILy TELEGRAPH, St. A N: B., is the 

want ad medium of a ‘4 

reulation and m todeee 0! 

rm Canada. Want ads ae cent ord. 
Minimum charge 25 cents. 


HE Toronto Daily STAR is nooeeniry fe any 

advertiser who wants to cover the Toronto 
fle! a. Coren Say Co? advertising than 
any other Toronto paper. Sworn daily average 
circulation, October, "04, 32,416. 


HE Montreal DaILy oune carries more Want 
advertisements than all other —— 
dailies combinea. The FamMiLy Heratp 
WEEKLY STAR carries more Want adver tisamiours 
than any other weekly paper paper in Canada. 


i AR feature feature of the Toronto Evzn- 
A opt u’s classified advertisements 
is that the are all true to their headings; there 


are no e, improper or doubtful ‘advertise- 
ments acce lo ives the public perfect 
confidence th the next to the circu- 


lation is perha © greatest reason why they 
bring such splendid results t results to the advertisers. 


HE Winni; Free Press carries more 
ha, “Want” Savertisements oa other 
m 


Baryon COLUMBIA. 

HE Victoria CoLontst covers the entire 
ince of "British Cotambia (branch office in 
Vancouver). More “WANT” ads appear in the 
Sunday (‘oLONISsT then in any other paper west 
Chet Winnipeg. One cent a word each issue, Sam- 
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for the very kindly notice given of my- 
self and the Jfetropolis in the issue of 
January 7. There was a time when I 
was not in sympathy with the work of 
PRINTERS’ INK and the American News- 
paper Directory. The plain and simple 
reason was that the circulation of the 
paper was not large enough to make it 


X 
I wish to thank the Little Schoolmaster 4 








Probably a good many newspapers and other periodicdve not 
while and profitable to tell the American advertiser, tifh Ro 
average circulation has been during the now closing yeaqpog. | 
statement blanks, free of charge, by writing to this off Stat 
returned early in January will receive attention for tha issue 
secutive publication. The obtaining of a correct Anmgure 
the publisher himself. It does not cost him a singleq@ind as 
owned and published by a company that is absolutelgirate f 
be justified in placing an advertisement in it in expagn tha 
advertising agency. Rowell’s American Newspaper lMfory i 
for the benefit of the American advertiser and all thomginess 
tical value. It is sold for cash only, and the 1904 edi alm 
for good newspapers and magazines that have a story that 
and that is the only class of publications from which thisiftory 


THE PRINTERS?’ INMBLIS 


New York CIty, to Spruce St., Dec, 7, 1904. 








PRINTERS’ INK. 





fs, Iry It On! 





profitable to tell the figures, therefore we 
consistently and persistently refused to 
give circulation statements of any kind to 
anybody, but for a good while the circu- 
lation has been large enough to tell, 
therefore we take pleasure in doing it. 
Rurus A. RussELL, 

Manager Jacksonville, Fla., Metropolis. 

Jan. 8, 1903. 








riodieigve now grown into a condition where it would be worth 
iser, gh Rowell’s American Newspaper Directory, what their 
ng yealggo4. Those who are so disposed, may obtain circulation- 
his olf Statements filled out, according to requirements, and 
for thi issue of the Directory—its thirty-seventh year of con- 
ct Am@gure rating in the Directory is wholly dependent upon 
ngleq@ind as Rowell’s American Newspaper Directory is now 
rlutelfrate from any advertising agency, no newspaper would 
| expei™ that it would bring advertising patronage from any 
aper ory is not published as a side-issue of an agency, but 
|] tho@iness men who have occasion to consult it for its statis- 
04 edi almost exhausted. The Directory zs a good medium 
story that it would be worth an advertiser’s while to read— 
+h thistory desires advertisement orders, payable in cash only. 


INKBLISHING COMPANY, 
CHAS. J. ZINGG, Manager. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers, 


eens 
ta Issued every Wednesday. Subscription 
price, eg dollars a Pee ay ,in a Ten cenisa 
see ottpe plates is is always posible to supply 

stereo s alway Le e to supply 
back numbers if wanted in lots of 500 or more. 


ADVERTISING RATES : 
vertisements 20 cents a line, pearl measure, 
16 ce to the inch ($3); 200 lines to thepage ($40). 

Yor specified tion selected by the adver- 
tisers, if granted, douple price is demanied. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance 3 c of publication. 

Contracts month, quarter or year, may 
be ee at the pleasure of the advertiser, 


and space used paid for rata. 
Two lines cmallest vertisement taken. Six 
ea 


wo 
Ever y vthing appear ing as reading matter is in- 
rted 


ree. 
All eens must be handed in one 
week in advan 
Aavertiaers to “the amount of $10 are entitled 
to a free subscription for one year. 





Cuar.es J. ZInGG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,EC 


NEW YORK, DEC. 7, 


THE copy-writer of the Wayne 
Automobile Co., Detroit, Mich., 
defines one-horse power in an adver- 
tisement in McClure’s Magazine, as 
meaning the power “to lift 33,000 
pounds one foot per hour.” Maybe 
this is the horse-power of a Wayne 
touring car. 








1904. 











Tue Associated Sunday Maga- 
zines now claim in excess of 725,- 
000 circulation as a Sunday supple- 
ment with the Chicago Record- 
Herald, St. Louis Republic, Phil- 
adelphia Press, Pittsburg Post, 
New York Tribune and Boston 
Post. Henry Drisler, advertising 
manager, issues the following 
schedule of this circulation by 
States : 


Maine, 7,049; New Hampshire, 9,- 
536; Vermont, 557; Massachusetts, 165,- 
553; Connecticut, 6,492; Rhode Island, 
2,320; New York, 56,406; Pennsylvania, 
137,757; New Jersey, 21,334; Maryland, 
1,593; Delaware, 2,251; Virginia, 441; 
West Virginia, $7200; North Carolina, 
119; South Carolina, 71; Georgia, 130; 
Florida, 184; Ohio, 13,735; Kentucky, 
1,971; Tennessee, 864; Alabama, 126; 
Mississippi, 210; Indiana, 17,562; Mich- 
igan, 11,636; Wisconsin, 16,520; Illin- 
ois, 133, 087: Minnesota, 4,220; Iowa, 
24,768; Missouri, 84,085; Arkansas, 5," 
187; Louisiana, 537; North Dakota, 376; 
South Dakota, 852; Nebraska, 3,436; 
Kansas, 4,310; Oklahoma, Z 498; Indian 
Territory, 1,950; Texas, 6,630; Pacific 

States, 4,371; Foreign, 638. 





PRINTERS’ INK, 


THE BOSTON “HERALD” 
CENSURED. 


The Washington correspondent of 
the Boston Herald has been denied 
the usual news privileges of the depart. 
ments at the national capital. Pregj- 
dent Roosevelt takes this action 
because the Herald recently printed a 
false news story, with editorial com- 
ment, in which it was asserted that 
the President’s children abused a live 
turkey sent to the White House asa 
Thanksgiving present. Secretary 
Loeb, in the official denial, said: “The 
correspondent of the Boston Herald 
has deliberately invented, and the 
editor has commented upon, incidents 
which are not only untrue, but which 
have not the flimsiest foundation in 
fact. This is not exceptional; it 
marks the culmination of a long 
series of similar falsehoods, usually 
malicious and always deliberate, which 
have appeared in the news columns of 
the Boston Herald. Until further 
notice the departments will exclude 
the individuals responsible for this 
series of misstatements from all facil- 
ities for information.” 


ONE of PRINTERS’ INK’s readers 
says that the following list of big 
national periodicals contains the ones 
into which he finds Mr, Presbrey’s 
concern inserted the advertisements of 
what were believed to be Mr. Roose- 
velt’s best qualifications for the Presi- 
dency: Ladies’ Home Journal, Delin- 
eator, Century, Harper's, Scribner's, 
McClure’s, Everybody's, Munsey’s, 
Review of Reviews, World's Work, 
Success, Saturday Evening Post, 
National Magazine, World, To-day, 
Metropolitan, Cosmopolitan, Outlook, 
Colliers Weekly, Harpers Weekly, 
Leslie's Weekly, Leslie’s Monthly, 
He tells the Little Schoolmaster that 
he hears quite a number of perhaps 
equally good media were left out to 
make advertising and appropriation 
dovetail, that one condition was that 
no Democratic appeal should be in- 
serted in the same magazine, and that 
all in all the expenditure seemed to 
hinge between $20,000 and $25,000. 
He indicated that he believed a 
wonderful field for future advertising 
had been created by this present 
venture, and that in days to come, the 
periodicals would probably not only 
not reject the announcements of other 
parties, but that most perhaps would 
solicit them, 
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THEODORE BODENWEIN, proprietor 
of the New London (Conn, ) Day and 
New London Ze/egraph, was elected 
Secretary of State at the recent elec- 
tion, receiving the highest vote on the 
State ticket and running less than 900 
votes behind President Roosevelt. 


THe most difficult thing in 
newspaper publishing is to make a 
daily paper pay im a good-sized 
city that is near a large one. Per- 
haps the highest type of such a 
paper is the Brooklyn Eagle, Such 
cities usually get their papers from 
the larger center, however, and 
local dailies are chiefly suburban in 
character. One exception to the 
rule is found in Council Bluffs, 
Iowa, where despite the compe- 
tition of Omaha dailies the Non- 
pareil holds its own on an_ inde- 
pendent basis. The population of 
Council Bluffs is about 30,000. In 
the 1904 American Newspaper Di- 
rectory the JVonpareil is credited 
with a circulation of 7,604 daily. 
This paper was a losing property 
in 1894, when the present manage- 
ment acquired it, but despite the 
commercial depression of that 
period it was put on a paying basis, 
and is to-day a fine journal, em- 
ploying over seventy people. In 
ten years its circulation patronage 
has increased seven and a half 
times, but its advertising patron- 
age has increased 700 per cent. 
The Nonpareil has twenty carriers 
in Council Bluffs, a special rural 
delivery service through the east- 
ern end of its county, and is mailed 
out on 263 rural delivery routes. 


SELECTED LIST OF THE PRIN- 
CIPAL NEWSPAPERS PUB.- 
LISHED IN GERMANY. 


COMPILED FOR “ PRINTERS’ INK” 
By William Mayner. 


According to the latest official 
statistics, there are now approximately 
3,500 newspapers published in the 
Empire of Germany. It must be there- 
fore clearly and distinctly understood 
that the following list contains only a 
selection of the principal papers, and 
is not claimed to be exhaustive : 

Approximate 
irculation, 

Berlin Morgen Zeitung......... 300,000 

Berlin Lokal Anzeiger........++ 243,700 

Berlin Tageblatt............++ + _ 80,000 

Vossische Zeitung.. Declined to give figures 

Berlin Co 


- CT vereeccce _ 


, Deutscher Reichsanzeiger. 
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Berlin Borsen-Zeitung......000+ 
Berlin Morgenpost..... 
Berlin Neueste Sinsiwicees. 








Deutsche Tageszeitung... 
Deutsche Warte.,........ 
Germania ....000+ececee 
Das Kleine Journal...... 
National Zeitung....... ee 
Kreuz-Zeitung...........+. 


g 

Die Posts. ..6 vs meet Dheas covcee 
Der Reichsbote....... Seda. 060 
Staatsbiirger Zeitung...........+ 
Tagliche Rundschau. ‘ 
aes 
Volkszeitung..... 
Vorwiarts.......006. <s 
Die Welt am Montag........+++ 
Hamburg General-Anzeiger..... 
Hamburg Neueste Nachrichten., 
Neue Hamburger Zeitung....... 
Hamburg Fremdenblatt. ....... 
Neue Augsburger Zeitung... 
Freiburger Zeitung.......... eee 
Heidelberg Tageblatt.. .. ..... 
Munich Neueste Nachrichten..., 
Niirnberg General-Anzeiger..... 
Wiirzburg Generalanzeiger...... 
Braunschweig Neueste Nachrich- 

TOR 0050 tind cuales 60tbenece 








Miilhduser Tagblatt............ 
Strassburg Neueste Nachrichten 
Mainzer Anzeiger............. ee 
Liibeck General-Anzeiger....... 
Rostock Anzeiger....... ‘ 
Hanover Tageblatt... 
Hanover Anzeiger... 






+ _ 76000 
Frankfurter Zeitung... Decl’d to give figures 


Frankfurt General Anzeiger..... 
Frankfurt Kleine Presse........ 
Frankfurt Neueste Nachrichten 
Cassel Tageblatt und Anzeiger.. 
Stettin Generalanzeiger.,....... 
Stettiner Abendpost........ neees 
Posen Neueste Nachrichten..... 
Kénigsberg Allgemeine Zeitung 
Danzig Neueste Nachrichten... 
Graudenzer Zeitung........... ee 
Bonn General-Anzeiger......... 
Diisseldorf General Anzeiger.... 
Essen General-Anzeiger...... ae 
Essen Neueste Nachrichten.... 
Essen Volkszeitung. .... . .... 
Stadtanzeiger Cologne Gazette.. 


Cologne Lokal-Anzeiger..... eee 
Central-Anzeiger fiir die Provin 
Sachsen.......... asesedeces 
Halle General-Anzeiger....... ee 
Breslau General-Anzeiger....... 
Neuer Gorlitzer Anzeiger....... 
Keil Neweste Nachrichten...... ° 


Dortmund General-Anzeiger.... 
Hagen Westdeutsche Volks- 

SOUT as + 0950srredater es 
Chemnitz Neueste Nachrichten.. 
Dresden Nachrichten...........+ 
Dresden Anzeiger............++ 
Dresden Neueste Nachrichten.. 
Leipzig Neueste Nachrichten.... 
Leipzig General-Anzeiger....... 
Leipzig Volkszeitung........... 
Plauen rae Anzeiger....+. 


Neue Vogtlandische Zeitung.... 
Coburg Tageblatt........... coos 
Gothaisches Tageblatt.......... 
PR ere 


Heilbronn General “Anzeiger... 
Schwarzwilder Bote.......s00+ 
Stuttgart Neues Tagblatt....... 
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100,000 


31,500 


115,000 
31,000 
29,500 
14,000 
$2,000 
29,000 
12,500 
41,000 
40.000 
38,000 
31,000 
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IT is very probably true that more 
than a few of the people who are now 
exclaiming angrily over the Subway 
advertisements as barbarous blemishes 
on the artistic decorations of the 
stations, make their moan in the hope 
of proving an aesthetic sensitiveness 
of which they really haven’t a trace. 
Probably true, too, is it that if these 
people had not been told that these 
advertisements are unsightly things 
they would have been long in discover- 
ing the fact for themselves, and would, 
in the meantime, have viewed them as 
interesting, if not distinctly admirable, 
and, on the whole, an{improvement 
on the original severity of the station 
walls, Humbug, like humbugs, is 
abundant in the world, and nothing 
brings more of it into sight than the 
desire to seem familiar with and 
appreciative of Art—Mew York 
Times, Nov. 30, 1904. 


HILL BUYS ANOTHER. 


THE ENGINEERING AND MINING 
JOURNAL TO JOIN THE AMERICAN 
MACHINIST AND POWER IN OCCU- 
PYING EXTENSIVE OFFICES, 


The control of the Engineering 
and Mining Journal has passed 
from H. M. Swetland to John A. 
Hill by the sale of the common 
stock to the Hill Publishing Com- 
pany, New York, owners of Power, 
and the American Machinist. 

The sale, which was made 
through the Harris brokerage office, 
Nov., 25th., is said to be on the 
basis of about half a million dol- 
lars for this old and substantial 
mining publication, 

The Hill Company has Ieased the 
two top floors, 22,000 square feet, 
in the Hallenbeck Building, Pearl 
& Park streets, where adequate 
offices will be fitted up and a model 
printing plant installed. The offices 
in the World Building and at 
Broadway and Warren street, and 
the printing business at 218 Wil- 
liam street, will alf be concentrated 
in the new quarters. 


WEEKLY AD CONTEST. 
THIRTY-FIFTH WEEK, 


In response to the weekly ad 
contest twenty-eight advertise- 
ments were received in time for 
report in this issue of Printers’ 
Inx. The one here reproduced 
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was deemed best of all submitted, 
It was sent in by Edward E. Beals, 
care of F, P, Shumway, Adver- 
tising Agency, 373 Washington 
Street, Boston, and it appeared in 
the Saturday Evening Post for 
November 26, 1904. A coupon 
was mailed to Mr. Beals as pro- 
vided in the conditions which goy. 
ern this contest, viz.: Any reader 





Returnable 


Diamonds 





Our facilities as importers are 
extended to those who wish to 
buy fine diamonds at fair prices. 
Weare able to offer a variety of 
liberal plans and guarantees to 
those buying for cash or on de- 
ferred payments. We buy back 
diamonds: bought of us atiy time 
within a year at full purchase 
— less only 10 per cent. We 

now of no other house in 
America making this offer on 
diamonds sold either for cash or 

‘on credit: We exchange diamonds 

at full purchase price. To reliable 
people we -send diamonds for 
selection, and sell on deferred 
payments if desired. Write for 
Diamond Book No. ‘‘A,"* 


Our Illustration:. 


shows a ‘Man’s Lion Ring of hand 
carved Rose color gold. In Lion's 
mouth is a fine, white, Y%-karat 
Diamond, cash price, $25. Sent 
Prepaid and subject to seturn at 
our expense if not what is expecied. 


GEO. T. BRODNAX, Diamond Importer, 
a 305 Main St., Memphis, Tenn. J 


may send in an ad which he or she 
notices in any periodical for entry, 
The ad so selected will be repro- 
duced in Printers’ INK, if pos- 
sible, and the name of the sender, 
together with the name and date of 
the paper in which it had insertion, 
will also be stated. A coupon 
good for a year’s subscription to 
PrINTERS’ INK will be sent to the 
person who sends the best ad 
each week, Advertisements com- 
ing within the sense of this con- 
test should be preferably an- 
nouncements of some retail busi- 
ness. 


























Ceresos Table Salt is advertised 
in London and throughout Great 
Britain by means of salt cellars in 
restaurants bearing the word 
“Cerebos.” 


In Printers’ INK for December 
2, 1903, the Ripans Chemical Com- 
pany of New York announced the 
following prize competition: 


© ADVERTISEMENT CONSTRUCTORS 
mateur and other. 


ND 
EACH FOR THE NEXT FOUR IN MERIT. 


For the purpose of encouraging amateur ad- 
vertisement constructors, as well as fnvitin the 
aid of the masters of the profession, the Ripans 
Chemical Company will, Within the 1 next twelve 
months, pay ten row ye Sy each for fifty-two adver- 
tisements submitted to them that they think 
ae enough to be worth using, and pay from 

Gay to cay As accepted, and at the end o hn} 
—viz., December 2, 1904—will award and pay $500 
in cash prizes for the six best and most effective 
sdvertisements that have been submit 

Over one thousand advertise- 
ments were received during the 
year, but a most searching ex- 
amination did not reveal more 
than twenty-five advertisements 
for which the ten dollar awards 
were paid. The competition closed 
on December 2, 1904, and on that 
day, after a final investigation, the 
Ripans Chemical Company mailed 
the checks as follows: 

$200 for the best of all advertisements sub- 
mitted; $100 for the second best advertisement 
submitted; $50 each for the third, fourth, fifth 
and sixth best advertisement. 
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INTERESTING statistics — showing 
the present prosperity of Minne- 
apolis have been embodied in a 
folder by the Tribune, of that city. 
With an estimated population of 
225,000, Minneapolis has 79,817 
wage and salary earners, business 
men, professional men and other 
producers of income. It is esti- 
mated that they earn more than 
$100,000,000 a year, or an average 
income of more than $1,200 apiece. 
Building is also active in the city, 
all the records of 1887, the big 
“boom” year in Minneapolis, hav- 
ing been exceeded this autumn. 











THE new management of the In- 
diana Star League announces that 
the liberal policy of its three daily 
papers will be continued, with both 
business and editorial ag 
greatly strengthened. J. C. Shaf- 
fer is publisher, Earnest Bross edi- 
tor, and G, A. McClellan business 
manager. C. J. Billson retains the 
management of foreign advertis- 
ing, with John Glass as his assist- 
ant in Chicago, The publisher re- 
ports a thirty per cent increase in 
subscriptions in Indianapolis, and a 
twenty per cent gain in the rural 
districts served by the Muncie 
Star and Terre Haute Star. 











LATEST PORTRAIT OF DANIEL M. 


LORD, ESQ., FORMERLY OF THE OLD FIRM 
& THOMAS ; TAKBN ONE YEAR AFTER HE HAD CEASED TO BE AN ADVERTISING AGENT, 


OF LORD 
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FIVE million people can be influ- 
enced by Zhe Ladies’ Home Journal at 
acost of six dollars per agate line. 
Have you a name ora trademark for 
your product? Advertising will make 
it an asset to your business.— 7he 
Curtis Publishing Company, Phila- 
delphia. 





THE St, Louis Advertising Men’s 
League held a dollar dinner at the 
Hotel Hamilton, that city, Novem- 
ber 3. Joe Mitchell Chapple, of 
the National Magazine, spoke on 
“Personality in Business,” John S, 
Morrin, president of Wm. H. Lee 
& Co., St. Louis, on “Some Phases 
of Advertising,” E. H. Kastor, of 
the Kastor Advertising Agency, 
St. Louis, on “Advertising Ex- 
periences,” and E. Sherman Dartiby, 
press agent of the Boer War 
Show, on “Advertising an Amuse- 
ment Enterprise.” On November 
17 the league was entertained at 
an informal musicale by E. J. 
Piper, manager of the Bollman 
Bros. Piano Co., St. Louis, 


A FACTFUL folder from the 
Vindicator, Youngstown, Ohio, 
gives some interesting information 
about that city. Youngstown, with 
65,000 people, is the largest center 
of the iron industry in this country 
except Pittsburg, and has eighteen 
large iron plants. Its population 
draws the high wages that char- 
acterize all iron districts. The 
Vindicator has one of the finest 
newspaper plants in Ohio outside 
of Cleveland and Cincinnati, and 
claims the largest circulation of 
any daily published between Buf- 
falo and Columbus, Cleveland and 
Pittsburg. Within an hour after 
printing it is delivered in a district 
with 125,000 people, comprising 
the towns of New Castle, 20,000 
population; Sharon, 10,000 popu- 
lation; Lowellville, 2,000 popula- 
tion; Struthers, 1,000 population; 
Girard, 3,000 population ; Niles, 
8,000 population and Warren, 9,000 
population, 


In addition to the general ad- 
vertising in the New York Sub- 
way, some of the stations carry 
special advertising of firms whose 
stores are in the neighborhood. 
Rogers, Peet & Co., have ads at 
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the City Hall, Fourteenth street 
and Thirty-third street stations, 
Each is a permanent signboard, 
and all the ads are different. The 
“Last Call” sign was designed by a 





well-known illustrator, and _ his 
sketch of a guard was so good that 
no copy was undertaken, the rough 
drawing being mounted, varnished 
and hung in place. Each of the 





signs partakes of the character of 
the district and gives definite in- 
formation as to the location of the 
nearest Rogers-Peet store. The 
rental paid for the eight or ten 
spaces runs into thousands of dol- 





lars Salta, but the expenditure is 
justified, for the ads are really 
signboards as well. The designs 
were made by the Cheltenham 
Press to harmonize with the tile 
decorations of the three stations. 
















t Ex-UNITED STATES SENATOR CAN- 
. non of Utah has accepted the place 
, of editor-in-chief of the Salt Lake 
e City Zribune. 

2 _— 








THE sixty-eighth dinner of the 
Sphinx Club will be given at the 
Waldorf-Astoria, Tuesday, December 
13th, at 7 p.m. The subjects for dis- 
cussion are as follows: “ Abuses of 
Outdoor Advertising,” by Edward 
Hagaman Hall, secretary of the Am- 
erican Scenic and Historic Preserva- 
tion Society, and a Red-Hot Disser- 
tation on “The Subway Issue,” by 
Artemas Ward. j 
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Roy KEaArToR, assistant advertising 
manager of the Chicago 7ribune for 
the past two years, and formerly with 
the Chicago Journal in the same capa- 
city for seven years, leaves the 77#- 
dune on January Ist. Mr. Keator ex- 
pects to enter the specialty field. 


Mr. ROBERT ToMEs, 116 Nassau 
street, New York, has been appointed 
Eastern representative of the Sandus- 
ky, Ohio, Stay, and the Evening Tele- 
gram, Reading, Pa. Mr. Tomes’ ter- 
ritory for these two papers covers 
Pennsylvania, New Jersey, New York 
State and the New England States. 














Helping the Salesmen 
and Retailers. 


STANDARD SANITARY MFG. CO., 
. Pittsburg, Pa., U. S. A. 


Capital, $7,500,000. 


November 15, 1904. 


Printers’ Inx Pusuisuinc Co., 


New York City. 


| offering subscriptions 


scriptions. 











Referring to your letter of the 5th inst. 


rate, we have considered this matter very 
carefully and decided to take fifty sub- 


You may start the list at once and 
send bill for prompt attention. 


Yours very truly, 


STANDARD SANEFARY. Mre. Co 


at the special yearly 
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THE NEWS SHOULD ALSO CO- 
OPERATE WITH THE AMERI- 
CAN NEWSPAPER DI- 
RECTORY. 
CHATTANOOGA, TENN., Nov. 22, 1904. 

Editor of Printers’ INK: 

We notice in your issue of Nov. 16th 
where you have an article on the co- 
operation plan which the Milwaukee 
Sentinel has just put into effect, and beg 
to say that the News has been working 
on this plan for the last three months. 
We have employed an expert salesman 
and window dresser, in the person of 
Mr. O. Chas. Miller, formerly adver- 
tising manager of the B. & E. Clothing 
Co. of this city. We have worked up 
an agreement with the leading grocers 
of this city and got them to agree to 
push any article of daily consumption 
that was advertised in the News in pre- 
ference to goods not advertised. We 
find that the plan is working very suc- 
cessfully. We are also watching our 
druggists very closely. We see that 
they sell the goods for our different ad- 
vertisers and watch in every way their 
interests in this city. In fact, while 
taking their money for the advertising 
we are at the same fime acting as their 
special representative. We make win- 
ow displays in the different stores on 
the advertised articles and watch very 
closely for local testimonials for our 
patent medicine advertisers. We find 
that it is very profitable to co-operate 
with our advertisers and give them this 
special service. It helps us not only 
with them but with our local advertisers, 
We believe that you will find that it is 
a plan that sooner or later will be fol- 
lowed by papers in towns of this size. 

ours very truly, 
THE CuHattanooca News, 
W. N. Hudiburg. 





FOR EDUCATIONAL REASONS. 

WINCHESTER, Mass., Nov. 23, 1904. 
Editor of Printers’ Ink: 

Inclosed find check for $4. Kindly 
send in exchange—one co of “Suc- 
cessful Advertising and How to Ac- 
complish It”—and one year’s subscription 
to Printers’ INK to date from the ex- 
piration of my present trial subscription, 

In reply to your query—is Printers’ 
Ink’s price too high? In my opinion, 
No! not for the goods delivered. But— 
for educational reasons—PrintTers’ INK 
should have a tremendous circulation. 
This you can’t have at $5 until you 
create the appetite that demands the 
tidbit at any price. 

Respectfully, 
: Ormssy A. Court. 

13 Winthrop Street. 


A GOOD JUDGE. 
Guitnes Roortnc Co., 
134 West Broadway, 
New York, Nov. 23, 1904. 
Editor of Printers’ INK: 

Inclosed find check for one year’s sub- 
scription. Your paper is the best of all 
mediums relating to advertising, and 
any thinking man should get the value 
of a year’s subscription from a single 


sopy! Very truly, 
é E. GLines. 





SPECIAL ISSUE 


PRINTERS’ INK 











January I1, 1905, 


Press Day Jan. 4, 1905 


For the primary pur- 
pose of obtaining new 
subscribers, the issue of 
PRINTERS I nx for January 
11—press day as stated 
above—will be a special 
edition to all newspapers 
and magazines in the 
United States and Can- 
ada that print an average 
issue of more than one 
thousand copies—the ad- 
vertiser’s unit of value. 


The contents of this 
issue will deal with the 
self-advertising of a news- 
paper or magazine, the 
possibilities and import- 
ance of building a want- 
ad department for a news- 
paper, the building of cir- 
culation and the system- 
atic plans for obtaining 
subscriptions for newspa- 
pers and magazines. 


It is had in mind to 
make this issue one of ex- 
traordinary value and in- 
formation to every pub- 
lisher in the United States 
and Canada. 
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AN ENGLISH POINT OF VIEW. 
Conpy & MitcHeLt, Ltp., 
Proprietors of ‘Condy’s Fluid” and 
“Condy’s Crystals,” etc. 

65 Goswell Road, 

Lonpon, E. C., Nov. 16, 1904. 
Editor of PRinTERS’ INK: 

We have for a great many years been 
subscribers through your English agent 
for PRINTERS’ INK, and we notice by an 
announcement in recent copies that you 
intended reducing the price and that you 
ask your subscribers to let you know 
whether they think Printers’ INK is 
too dear. In answer to this request we 
would say that we do not think it would 
be dear even were the price higher than 
it is at present, if it contained articles 
which would be of interest to us as pro- 
prietors of an article which is sold en- 
tirely through retail chemists to the 


public. : 
To our mind, Printers’ Ink deals 
principally with: 
(1) Mail-Order Advertising, 


(2) The circulation of American 

apers, irs 

(3) The advertising of Department 
Stores, x 

(4) The advertising and Sale of 
Real Estate, 

(5) Savings Bank and Bank Ad- 
vertising. 

Things of this kind are of no interest 
to us nor do we think they would be 
of interest to any English subscribers, 

artmental stores in England do very 
little newspaper advertising and confine 
themselves to catalogues and lists sent 
through the post, and there is no savings 
bank or bank advertising, or any adver- 
tising of land or real estate except by 
auction sales. We feel sure that you 
must have a large number of subscribers 
who like ourselves are interested in the 
sale of articles put in bottles or in some 
such form and which are _ retailed 
through the chemists to the public, that 
is to say, that you must have amo 
your subscribers a large number o 
owners of what are generally termed 
“Proprietary Articles,” both in tngland 
and America, and to our mind your pa- 
per certainly has not appealed te them 
recently. We do not write this w.ter 
in any carping spirit but as you have 
asked the question we thought it would 
be as well to let you know our views on 
the subject, in the hope that possibly you 
may se€ your way to pay more attention 
to articles and matter which would in- 
terest us and a large number of people 
who would, probably, be subscribers to 
your paper both in America and in this 
country, Yours faithfully, 

For Conpy & MitcHeELt Ltp., 
N. J. B. Condy, Mgr. 


——— or —— 
WE DO NOT DENY IT. 

The Hon. Erving Winslow of Massa- 
chusetts says Douglas was elected Gov- 
€rnor by the anti-imperialists. The gen- 
eral impression, however, is that Douglas 
was elected by printers’ ink.—Chicago 
Record-Herald, 





A CATALOGUE of books from the 
Charles E. Lauriat Company, Boston, 
combines inexpensive printing with ex- 
eaten taste and comprehensive descrip- 
ions, 
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“PSYCHOLOGY.” 
Superior, Wis., Nov. 21, 1904. 
Editor of Printers’ INK: 

In connection with the discussion 
as to the Psychology of Advertising, a 
recent example of poor advertising from 
a Psychological standpoint to my mind 
is the use of General Grant’s picture in 
a cigar advertisement in the magazines 
of the current month. Everybody knows 
that General Grant died from a cancer 
supposed to be due to excessive smoking. 
Many men have this in mind and are 
not permitted to forget it because of 
the frequent solicitation of some more or 
less dear woman who finds in the great 
general’s fate an example and, a warn- 
ing. To such an association of ideas is 
not likely to leave a friendly feeling 
with the ad reader. By this same pro- 
cess of “unconscious cerebration”’ the pa- 
tients of a Dr. A, Deadman, whom once 
knew all, left him and went to some 
practitioner of less suggestive name. So 
the advertiser should beware of un- 
pleasant or suggestive associations in his 
ad if he would heed the teachings of the 
Psychology of Advertising. 

Yours truly, 
Kirsy THomas, 


-_—_+o>—__—_ 
A LUCKY ACCIDENT. 


A. E. Lees & Co., 
Fine Clothing and Men’s Furnishings. 
Vancouver, B. C., Nov. 19, 1904, 
Editor of Printers’ INK: 

Inclosed please find Dominion Express 
order for $2 covering subscription to 
ee Ink for twelve months from 

ate. 

We were subscribers to this valuable 
journal for a number of years, but when 
you raised the price to $5 we thought 
you wanted to get rich too fast, and 
have managed to worry along without 
it ever since. 

Just by accident we discovered that 
the price was again within hailing dis- 
tance, and we shall be pleased to wel- 
come this old familiar friend to our 
desk again. Yours very truly, 

A. A Lees & Co. 
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A WISE PUBLISHER. 
Hattrax, CAn., Nov. 21, 1904. 
Editor of Printers’ INK: 

I cannot do without Printers’ INK 
and inclose you herewith $2 for renewal 
next year. This matter would have been 
attended to before, but the writer has 
been out of town. If you can send me 
the copies since, Nov. 4th, I shall ap- 
prosiens the courtesy, as I read every 
ine of the Little Schoolmaster, religious- 
ly, and would not miss a copy for ten 
times the subscription price. 

Yours truly, 
Tue Hartrax Heratp & Even’c MAIL. 
W. Dennis, Managing Director. 
—_—_——_—+o>———_ 


AN interesting booklet from the Amer- 
ican Lava Co., Chattanooga, Tenn., 
deals with the chemical and mechanical 
properties of the “lava” used in gas tips, 
which is really the mineral talc, baked 
har than a diamond, and shows many 
small things used in electrical and other 
industries made from this substance. 
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“BORAX BILL” AS AN AD AT ST. 
LOUIS. 


Not from the remotest foreign coun- 
try was there a_ character more interest- 
ing than Borax Bill, nor an exhibit more 
unique than the 20-mule-team and the 
two immense wagons that were steered 
around the ground under his deft man- 
agement 

The richest borax fields in the world 
are in Death Valley, Cal., and Death 
Valley is about 200 miles from nowhere 
—Borax Bill and his outfit form the con- 
necting link between the borax deposits 
and civilization. He has been driving 
20-mule teams as far back as westerners 
can remember, but among them is an 
occasional person who remembers that 
his real name is William Parkinson. 
He is big, and brawny and stalwart— 
weighing over 200 pounds—but it takes 
strength as well as nerve to handle a 
string of twenty fractious mules, steer- 
ing by a single check line 120 feet long 
fastened to one of the leaders. 

The two freight wagons which the 
mules draw are probably the largest in 
use, carrying ten tons each, while the 
water wagon that trails behind holds 
500 gallons. 

In dimensions these wagons are more 
like freight cars, being 16 feet long with 
rear wheels 7 feet in diameter; the tires 
are 8 inches wide. Each wagon weighs 
nearly four tons. 

In this novel outfft the Pacific Coast 
Borax Company had an exhibit that at- 
tracted a great deal of attention, and 
served as a splendid advertisement.— 
Pacific Coast Advertising. 

ee 


PAVEMENT ADS. 


The practice of stenciling the asphalt 
pavement with advertisements is notice- 
ably increasing. Political parties have 
their candidates’ names and the offices 
for which they are running in large 
black letters in the center of one of the 
avenues uptown. In the theatrical dis- 
trict the name of a play stands out 
conspicuously. If the practice becomes 
universal the city streets will soon re- 
semble a prostrate sign board.—Sun. 





One of the effective booklets of the 
Barta Press, Boston, done with daintily 
colored borders, gives consideration to 
the small job of printing, telling of 
the —_— method of handling minor 
work. 








Advertisements. 


Advertisements 20 cents a line. Must be handed 
in one week in adrance. Displa ytupe and 
cuts may be used if desired. 


WANTS. 


**aNFORMATI ** Binghamton, N. Y. 
| gives bit kinds of "mfrs’ addresses. : 
wee than 247,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


SITIONS open for competent newspa; 
workers in epartmen . Write for 
booklet. FERNALD’S NEWSPAPER MEN’S EX- 
CHANGE, 368 Main St., Springfield, Mass. 
ONCERNING TYPE—A Cyclopedia of Fvery- 
Information for tind Nom Printer have. 


tising Man; “typewise”; 64 pp., 50c. postpaid 
ag’towan ed, A.8, CARNELL, 150 Nassau St..N.Y. 





PRINTERS’ INK, 


r TRADE PAPER wants two good ad solicitors 

one for New York and N. E.,and one for 
Chicago and Middle West. State » experience 
and full particulars. “BEST,” care Printers’ Ink, 


Vy see as business or advertis. 
ing manager on newspaper; ten yeary 
experience on metropolitan fm awe employed 
now; 33 years old; highest reference; good sal. 
ary required. Address “L. T.,” Printers’ Ink, 


A DYEETuING MANAGER open for engage. 
ment Jan. 1. Daily paper preferred. One 
of the most su: 1 solicitors in America, and 
widely known among nts. Addre 


88 
AMILTON DUUGLAS, care Printers’ Ink, 


ANTED—Responsible agents for States or 
roup of States to represent us in the ling 
of Artistic Calendars (plain or bas-relief) and 
other advertising novelties. Address ALFRED 
8. CAMPBELL ART COMPANY, Elizabeth, N. J, 
wit BE OPEN FOR ENGAGEMENT JANv- 
ARY, 1905—Technically educated, adver. 
tising and sales manager 0’ ap feneral ex- 
rience in Europe and America. Address “PUB- 
_* AND PROMOTION,” care of Printers’ 
| Ap is ADVERTISER and mail-order dealer 
should read THE WESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising journal in America. Sample copy 
free. THK WESTERN MONTHLY, sib Grand 
Ave., Kansas City, Mo. 


ITUATION WANTED—Live, young newspaper 
man, now assistant city editor Southwestern 
daily, wants change on account of personal rea- 
sons. Editorial place in Middle Western daily 
preferred. Experienced and wants to work. 
Apply “H.,” Printers’ Ink. 

PY AateO—-sarertiing. manager for only 
evening paper in Middle Western city of 
60,000. Fine paper; now doing big business, Must 
‘h-class salesman, with experience in cities 
of this size; steady; absolutely reliable. Best of 
. Address **WESTERN Pa- 

PER,” care of ters’ Ink. 


ANTED—Progressive Chicago Adve: 

Agency, now Placing a e volume 0! 
business, has opening for ot ne ly competent, 
energetic solicitor. Will consider only a high- 
grade man, whose record is absolutely clearand - 
who can demonstrate his buctnon coe 
nea Address, with full particulars, “PRO- 
GRESSIVE,” care of Printers’ Ink, 


M® MANUFACTURER: 


Thirty dollars buys 1,000 mail cards, folders 
or blotters, specially designed and illustrated in 
three colors to fit your business and “land” cus 
tomers. The Lewis Follow-up System never 
fails. If you want 1,000 new accounts, write to 
us on your letter-head. E.ST. ELMO LEWIS, 
Inc., Advertising Specialists, 518 Walnut St., 
Philadelphia. 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce 8t., 
New York. Such advertisements will be inserted 
at 20 cents per line, six words to the line, PRINT 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 


F you are competent to fill a high-grade busi- 
ness or technical —. there are many 
opportunities on our lists which you would like 
to consider. We have a unique system of su) 
plying right men for right places and right 
places for right men, and hundreds of employers 
rely on us to fill all their responsible positions. 
Our booklets, which are free for the asking, tell 
all about our methods. Officers in 12 cities. 
HAPGOODS (Inc.), Brain Brokers, Suite 511,300 
Broadway, New York. 


ANTED—Clerks and others with common 

school educations only, who wish to qual- 

i a week and over, to 
new prospectus 

leading concerns every- 

where. One graduate fills $8,000 pies, another 

number earn $1,500. The best 

ng adwriter in New York owes his suc- 

cess within a few months to my teachings. De- 





mand exceeds supply. 
GEORGE H., POWELL, Advertising and Buri- 
ness Expert, 82 Temple Court, New York. 








— a ewease CS 











PRINTERS. 


RINTERS. Write R. canny ae 
P* Neb., for copyright lodge cut catalo 


ooD PRINTING-000 envelopes, on 50; oy ~ for 
Gs 2.00. Other pr inting, same UN 
PUB. to Paulsboro, N i i 


0 00 GOOD Bond Letter Heads, printed, 
I $11; 5 M., $6.50; 1 » $1.75; cash. 
N BROS., Monticello, Ind 


FLYER—10,000 dodgers, size 6x12, printed 
on goed new: s paper on one side, Yor 30c. 
thousand; million lots for 20c. r thousand. 
pero onder. BECKMAN & WILSON, Ken: 
ton, Ohio. 





HALF-TONES. 
EWSPAPER or a 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
ary ~eahe whee ash “accompanies the order. 


Bend fo! 
KNOXVILLE ENGRAVING OO., Knoxville, Tenn, 


—+>—_——— 
PUBLISHING or OPPORTUNI- 


I HAVE $25,000 to invest in newspaper business. 
Would buy property offered at bargain, 
or take interest where my services as inside 
manager would command good salary; 25 years’ 
successful experience. Correspondence strictly 
confidential. “BUYER,” care of Printers’ Ink. 


Ww you come to sell your publication, 
If you seek not only a fair price 

But dignified noiseless negotiations 

And a clear cut satisfactory conveyance, 

I solicit a chance to see you. 

Handling periodical publications exclusively, 

Ihave the best of facilities 

For placing such property 

In the hands of the right people, 

Who can make best use of it, 

And therefore afford to pay for,it. 

Ihave several customers;with money 

Who want trade publications and magazines 

Unlike anything I am in touch with. 

Will you sell out? 


EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 Broadway, New York. 


<42>> 


PREMIUMS, 


REMABLE goods are trade builders. Thou 
sands of suggestive premiums suitable for 





publishers and others from the foremost makers 
= Ay dealers in javelry 3 and kindred 

500-page list Eee merated catalogue, 
published ar annually, issue now ready; free. 


.. £6w, 48-5052 Maiden Laue, N. Y. 
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INSTRUCTION BY MAIL. 


= 18 BUSINESS t(—My system will increase 
Send me your é eck tor 98.66 ~~ the 
a Mie not perfectly satisfied I will 
your 1 yt less a few —— cwenty- “ive 


cents— postage and n nses. 
That is fe air. = Pa. CATES, Decatur, cone 
—_—_—~-s>-— _-_- — 


PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 


PRINTING. 


p*aae at reasonable prices. MERIT 
PRESS, Bethlehem, Pi Pa. 


DESIGNERS AND ora 


ee, illustrating, eng Smeg g, print 
nal ‘avin Ta) 
WKINGLEY STUDIO. 245 Bet 

——_—__ +> 





ing. TH LEY DIO, B’way, Y. 


ADDRESSES FOR SALE. 


5 00 FRESH_ NAMES N. Y. farmers, $1. 
9 CLARK & CO., Kenmore, N. Y. 


AMES, LIVE NAMES—Fine fresh batch 
Agents’ Addresses, 500 for 40 cents; 1,000 
75 cents; 500 Married Ladies’ Addresses, 25 cents. 
EXPIRE AGENCY, 
Box 948, Binghamton, N. ¥. 


DECORA TED TI) TIN BOXES. 


HE appearance of a of a package ofttimes selis it. 
You cannot imagine how beautifully tin 
boxes can be decora' and how cheap they are, 
until you get our samples and quotations, 
year we made, among many other things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. Send for the tin desk re- 
minder called “ Do It Now.” it is free; so are 


any sam you desire 
Nis (RICAN N STOPPER CO COMPANY, 
Verona Street, 
Brooklyn, New 
rm} largest ‘maker of Tin Boxes ee 7 the 


~~ 





MAIL- ORDER NO NOVELTIES. 


Wranit to-day for free * free “Book of Specialties,” 

an ill ustrated tess watch of latest poe Peeeeeed 

Baia 

and optica 1 goods —w olesale only. 
eeu BROB., $2 i , N.Y. 





—— 
TRADE JO RNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu 
lation 17,000 (O@). 263 sroadway, New York. 
— ter 
IMITATION TYPEWRITTEN LETTERS. 
[erage Typewritten Le Letters the manent 
We furnish ribose m natobing ink 
stamp. MITH ., 818 


pe: Samples for 
Broadway, Toledo, Onioe 


_ + Or 
COIN CARDS. 


$3 1 PER 1,000, Less for more; any printing. 
TAE COIN WRAPPER . Detroit. Mich, 


f 50006. Sita Metin Miatler* Co. Ai Tiahioon. 1s la. 
—- —+o>—____—_ 


POSTAL CARDS. 


Pgs. and samples of post cards Write 
STANDARD, 61 Ann Street, N. Y. 





+> 


BOOKS. 
at aed Figs gh reg eri; boox mailed 
» Patent and 
Trade Hark f ports Weahineson. b ..S 


Established 


Wastes x New Imperial Dictionary. Latest 
byt mee Y eyPe ee pane in full 

aw sheep; thumb i es thou- 

cones inf words | not : “nage or etn 

national.” on approva e! 

BERT B. KING & pa C6 William *t., New York. 
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ADVERTISING MEDIA. 


CENTS per line for adverti: in THE 
10 St JUNIO Ok Bethlehem, Pa. weed 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@). 253 Broadway, New York. 


DVERTISERS’ GUIDE, Newmarket, N.J. A 
postal card request will bring sample copy. 


T HE EVANGEL, 


A™ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one year. 


aor, eae. ans 6,000 6,000 people; 4.000 4,000 aa 
x rural rou 

70 por pi of = daily. 

e. 0. d. one year, n. r. m., 


INCHES 1 month in 100 Illinois country 
e) weekly newspapers, $50. Total cizgalatign. 
100.000 weekly. e on es on. 
have other lists in the Middle HIC cago 
NEWSPAPER UNION, 10 ON, 10 Spruce St.,.New York 


Chranooga. CHATTANOOGA PRESS, Chat- 
7. eo = circulation 
ers. Best medium 
South ' for. — a and general advertising. 
Rate, 15 cents a line for keyed ads. No proof, no 
pay. 


live 
reaches 
-_—. inches, plates, 





- THE ZANESVILLE SIGNAL. 
ZANESVILLE, OHIO. 


We have been told that we are pub- 
lishing a good, newsy paper. We know 
we give good satisfaction tu advertisers. 
Results speak for themselves. In reply 
to a letter from Newspaperdom (written 
without our knowledge), the following 
answer was sent : 

THE Bon TON, 
Ladies’ and Men’s Furnishings, 
Zanesville, Ohio. 
Mr. H. Craig Dare, N. Y.: 

Dear Sir—Your favor to hand, and re- 
plying, will say that the Zanesville Si1¢- 
NAL is all right—a very good news- 
paper, with an immense circulation for 
the size of our city. It nas lots of adver- 
tising, both local and foreign, and I 
have always found it very successful in 
obtaining for me the desired results. I 
can highly commend it as an excellent 
advertising medium. Yours very sin- 
cerely, THE Bon Ton. 

Samuel Brilles, Manager. 

The Zanesville SIGNAL produces splen- 
did results for advertisers. Circulation, 
guaranteed, exceeding 5,000. Rate, 14 
cents an inch flat. 

THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio. 











—————_+o>——__—__——_ 
PRINTERS’ SUF SUPPLIES. 
yg ‘ype—Send for low estimate 
ee panier FYE Cu., <seie re 
or a special low low estimate. 
QY quanti ‘guantity you would, buy. INDEPENDENT 
more, Md. 


I BUY AND ——— 


pe hws positions. i printing, machin have Jonte tee 


TRELL Newport News, Va. 


—____+o+—___ 
INDEX CARDS. 


NDEX CARDS, ali kinds; send on le and 
our feces before meme. * E BLA ft 
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BUSINESS CHANCES, 


A = MONTHLY ape sed, ue of the 
lass, centra ocated, now climbin 
seoond hundred m circulation ost 
the two thousand dollar mark per 
Taonth in advertising, neve reached the bar. 
den of nae is in need of funds for = 
and enlarged equipment, and incidentally an 
advertising manager who can take an in terest 
and push it where it belongs. Address *‘A. B.C.,.” 
care of Printers’ Ink, 10 Spruce 8t., New York. 


poten $< arte 
MAILING MACHINES. 


THE DICK MATCHLESS MAILEK, lightest and 
quickest. Price $12. i? _ VAL ALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 


ADVERTISING NOVELTIES. 
EATHER ad noveities—best made—cat. free, 





Large orders booklets, catalogues, cheap, 
BURNKTY PRINTING CO., Rochester, N: Y, 
ee MAMA, » Yatest novelty advertising 


; card; sample and prices, 4c. 
SOLLIDAY'NOV. ADV. /ORKS, Knox, Ind, 


an UFACTURERS of adv’g novelties in cloth, 
eather, etc., send price list and — 
to WESTERN NOV. ADV. CO., Weatherford, 


ULVEROID SIGNS; lightest, cheapest, most 
durable and attractive indoor sign. Com- 
lete line of Pulveroid Novelties and Buttons 
Bamples free. F. F, PULVER CO., Rochester, N.Y 


ASS & your business with adverti: 
novelties. Buy them direct. I make pencil 
holder, toothpick “? nail file, in leather case. 
Sample of each, 10c. . KENYON, Owego, N. ¥ 
RITE forsample and price new combination 
Kitchen Hook and bill File. Keeps your ad 


before oe housewife and business man. THE 
WHITKH AD & AG CO., Newark, N. J, 
Branches j all large cities. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. They’re attractive, gub- 
stantial and cheap. Sample, a World’s Fair 


souvenir, 10c. 
WICK HATHAWAY’S C’RN, Box 10, Madison, 0, 


Color Barometers. "oh .n%. 
maiied in 6% envelope, may pe e. $25 per 
1.000, includ mgt e rint. Send 10c. for sample. 
FINK & SON, 5th ve Chestnut, Philadel 
HOUSE-TO-HOUSE DISTRIBUTING. 


GUARANTEE any advertiser an honest, intel- 
ligent house-to-house distribution of adver- 
tising matter throughout all the leading towns 
and i cities in the United States. Fourteen years’ 
experience enabled me to perfect the best 
system and to render a better service than can 
be secu: direct or through any other agency. 
Write f for full recurs. 


MOLTON, 
Batienss Advertising Distributer, 
8t. Clair St., Cleveland, O. 


a. 
MAIL ORDER. 


s6rnnE BC HOMEFRIEND.” mail-order Journal, 
lates through eight States. Rates, 
only six cents agate line. Grand Rapids, Mich. 


eye ADVERTISERS—Try house to 
house advertising; it will pay you big. Our 
men will deliver your circulars and catalogues 
direct to the mail-order buyer. You can reach 
ople who never see a 4 of any description 
rom one year’s end another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
Canada, and -— ina position to place advertising 
matter in the hands of any desired class. OU 
DISTRIBUTORS’ DIRECTORY will be sent free 
of charge to advertisers who desire to make con- 
tracts direct us Sl the distributor. We guaran- 


‘00d Correspon dence “solicited, 
NarfoNAL AD ADVERTISING CO., 700 Oakland 
Building, Chicag 
an aT 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circt- 
lation 17,000 (@@). 253 Broadway, New York. 

















SIGNS. 


t-printed Big $teel frees, (everlasti 
I on heavy WoO« wood nh 


200 12x42 inches. “ 
100 24x48 se 
5,000 3x5 feet....... at 1.50. 


phinx Little Tin Signs, 
10,000 4x10 inches at 1c. 
2,000 10x14 at 4c 
14x20 


“ at 10¢. 
250 20x28 “« at 2c. 
uslin Signs, close wove, very stiff, 
- Paint Printed. ‘ 
1) Seer 
1,000 24x48 ... 
10,000 36x60 ... 
500 _ “a8 





At" tne. The = Toke ign Shops. New York, 
est 52d St. (North River) 


SPECIALIZED ) PUBLICA TIONS. 


pyabow4re DEALERS’ MAGAZINE. Circu- 
jation 17,000 (©@). 253 Broadway, New York. 





SE 
CEDAR CHESTS. 


M OTH-PROOF Cedar Chests—Made of fragrant 
i Lae ay ree cote and absolutely proof 
equines oths. s low. Send for booklet. 
P EDMONT FURNITORE 00., Statesville, N.C. 


PAPER. 


B BASSETT & SUTPHIN 
45 Beekman St.. New York ‘city. 
Coated papers a specialty. Diamond B Perfect 
White for high-grade catalogues. 


SUPPLIES. 


SE “Reliance” absorbent paper on your 
mimeograph. INK dries quick as a wink; 
neversmuts. Get samples and prices from FINK & 
SON, Printers, 5th, near Chestnut, Philadelphia. 


D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
azine cut inks than any other ink bouse in the 


trade. 
Special prices to cash buyers. 


pomasnens, Manufacturers, Paperhangers, 
Billposters — everybody that uses paste 
is learning the advan s of using Bernard’s 
Cold per caed Se ye Sample package by mail to 
= interested person. BERNARD’S AGENCY, 

bune Building, Chicago. 

OXINE—A non-explosive, non-burning sub- 

stitute for lye and gasoline. Doxine re- 

tempers and improves the suction rollers. It 
will not rust metal or hurt the hands. Recom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale vy the trade 
ond Lc by the DOXO MAN’F'G Co.,, 

nton, la 


—__+o—— 
CARD INDEX SUPPLIES. 


Siu money by buying buying from the manufact- 
ore. index supplies for all makes of 


STANDARD INDEX CARD CO 
Rittenhouse Bldg., Phila. 


es 
NEWSPAPER BROKER. 


7 1 8, 000 —Republican daily and weekly in 
county seat city 7,000 in Oregon, 
“ing énneal business of $27,500, weekly pay 
roll of Mi sell third or half inte 
Write me for paying propositions. B. J. KING- 
STON, Newspaper Broker, Jackson, Mich. 


TYPEWRITER RIBBONS. 


meee costs = little more than 
ordinary ribbons, but is* 
— a One for60c.; 
book good for 

tipes,” $2. 


five vee Re Ribboti 
~ back without talk if you are net satis- 
CLARK & ZUGALLA, 100 Gold N.Y. 
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vos SALE, 


T New 8-point Ri 
Cash decous EMPIR. 
evan, N. 


OR SALE—Stock about 4 ahout $25,000. If you are 

interested, write E 
DIXON MERCANTILE 00., Dixon, Ill., who are 
retiring from business 


ae —s cheapCumpbel Web Press, with 

tpying outfit; 8 pages; 7, 8 and 

pnw inches Jong, 10,000 an hour. 613 
Callowhill St., Philadelph' 


HESE Patents for Sale—Electric Bath, $5,000; 
$10,000; 7 Envelope, 
000; Novelt; Ponoh® 795,006 Washi 
achine, $5,000. r money Ey H. P. FRY, 
Chattanooga, Te 


| ae seaieriaie 3-deck Scott Siealaht: line, 4 
press, with color attac! 
new, four years old, print seven and eight cor 


TYPE ees 


umns. Reseons for se! ao w Hoe 
Sane 3 rene press. Address VES MOINES 
CAPITA Moines, Iowa. Iowa. 


OR SALE TO SETTLE SETTLE, ESTATE Coxstiry- 
TIONALIST (country weekl Democratic 
newspaper and job offices. tablishea sag 
Aiwege successful, Cash receipts from Jan. 
, to Nov. 1, 1904, over nee. Half is vont’ 
Splendid equipment. Price $3,000, G. SON 
ND, Eminence, Ky. 


OB PRINTING PI.ANT FOR SALE—Very low 
price, easy terms. Hoe and Cottrell sto; 
qytider presses, in condition and doing 
best quality of work; Gordon quarter and eighth. 
medium presses; —, Ly’ _ dare on owe tn 
cutter; chases, 1 BORE, 
ete. No type. RE UBLICAN N PUBLISHING CO” 
Meriden, Conn. 





ADDRESSING MACHINES. 


AP = MACHINES—No type used in 
Walla mci) ad: Sooemas machine. A 
card index pm ge of addressing used by the 
largest publishers throughout the country. Send 
for circulars. We 2 addressing at low rates. 
WALLACE & CO., Murray St., New York 
1310 Pontiac Blig., 358 ye om 4 8t., Chicago, Ill. 


Ts STANDARD AUTO ADDRESSER is a high 
ressing machine, run by motor or 

foot peo System ——— card index idea, 

Prints visibly; ae a d used; errors im- 
— operation simple. Correspondence 80- 
‘icited. 


B. F. JOLINE & CO., 
128 Liberty St., New York, 





—__+—__———_ 
ILLUSTRATIONS. 


GS GuarvEs oom. Stamp for folder, CAR- 
'H, Artist, 8, 1612 Wabash Ave., Chicago. 


paB anil era 
ELECTROTY! YPERS. 


E make the electrotypes fo: for PRINTERS’ INK. 

We do the electrotypin 134 some of the 

— adveriere in the coun Write us for 
= TER, CRAWFORD & CALDER, 45 
St., bt York. 


—__—- 
ADVERTISEMENT CONSTR UCTORS. 


RED W. KENNEDY, 171 DY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way. 
oemeay CUTS for your for your line. Write on busi- 

paper or send $1 for sample. ART 
LEAGUE, New York. 


ENRY FERRIS, his [FF mark 
Advertising Writer and Aaviek, 
—- Building, Philadel phia. 
627 Temple Court, New York. 


Rez ADWRITING is my specialty, Let me 
write youre. lean inetous our business. 
2835 Wyoming S8t., St. Louis, Mo. 


A> Seer more. 
nm at 
JED SC. SCARBORO, 
557a Haves St., Brooklyn, N. Y. 






' 
| 
| 
{ 
{ 
i 
: 
H 


SRW PTS 


RE A EA Ot OT AO STAIR HAE Bf A 


SR RR Rt ep eee 






Eee he aes pen tence eee 


apse 





AN, IDEA MAN 
we have secured for those who Se good ad 
= su gh work we have been familiar w ith 
ears. If youneed a “somethi 
bat don’t "kow just what that “something” 
whether —— let, folder, aie trademark or 


wiling n ine ad—write to 
FIDE MAN ye Printers? ink Press, 45 Rose 8t., 
N. Y. Cit se $2as a nominal guarantee 
of good aith ie ‘a thoughtful letter of advice. 
Ww WHAT IS YOUR TARGET! 
At what class do you aim = ohvertisiag? 
Have you a 80 ~ 4 
that most any old pat is good enough f i ose 
who must come to = anyhow! 
if that is your blissful situation you certain 
have no use forme, But (and here is where 
“butt into the game”) you may have lots of 
“warm” competition—some of it extra keen (I’ve 
known such cases)—and then, what! Why the 
when you send out an ink and paper “salesman” 
through the mails, you must see that his “get 
up” and talk do not discount that extra excel- 
lence you claim for your stuff. I work only for 
ote eh meng | to pay postage merely to fatten 
baskets with | that “‘e: ostliest?® of all 
Printed Santor—1 i. e.,the “cheap-enough”-to-be- 
rown-away-on-sight kind. Possibly you might 
be interested in some of, the “things” ave built 
for those waste-basket “‘foilers?’ A letter sug- 
gestive of possible business will receive my 
promt attention 
0. 37 FRANCISL MAULE, 402 Sansom St., Phila. 


+> 


Advertising sing Agencies. 


Gteartioementy under this he this head, two lines or more 
20 cents a line. Must handed in one 
week tn advance. Displaytype may 

be used i, ired. 








CALIFORNIA. 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 


— —~y4 AND SWASEY, San Francisco— 
ency west of Chie: cago; employ 60 

ll ng sen advertisers by advising judiciously 
newspapers, billboards, walls, cars, distributing, 


URTIS-NEWHALL CO., Los Angeles, Califor- 
nia, Estab. 1895. Place adve rtising any 
where—ma, ines, news = ers, trade papers, 
queer Effective ads. Marketing plans. PACI- 
FIC COAST ADVERTISING. 25c. copy; $2 year. 


DISTRICT OF COLUMBIA. 
ad yt py Want Ad in 15 leading dailies. 
d for listsand prices. L. P. DARRELL 
ADVERTISING AGENCY Star Bidg.,Wush.,|). C, 
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NEW JERSEY. 


AIL order advertising a specialty. THE 
STANLEY DAY AGENCY, Newmarket, N,J, 


NEW YORE. 
C,roman AGENCY, 1 Madison A 1 2 
Medical journal advertising eae B, 


opemat &: Advertising Agents, 44 
N. Y. Private wires, n, et 


LB ERT FRANK & 00.,35 25 Broad Street, N. Y, 
General Advertisin Agente. Established 

1872. Chicago, Boston, ladelphia. Advertis- 
ing of ail kinds placed in every part of the world. 


ORTH AMERICAN ADVERTISING CORPO. 
RATION, Woodbrid: age Baildivg, 100 William 
Street, ame of John, New York. A reliable, 
“recognized” —— advertising agency, -~ 

trolling | first-c accounts. Customers 
fixed service charge on the net prices actually 
paid by the Agency 


OHIO. 
Ce E, RUNEY, Runey Bldg., Cincin- 


0 Newspaper, Magazine, Out-aoor 
Advertising. Printing, Designs, Writings. 


PENNSYLVANIA, 
[HE H.L TAP = cola AGENCY, 
tablished 


Es 
925 Chestnut Street, Philadelphia. 


FOLEY & yo od 
Advertisi Lhqeees 
Commonwea. ldg., -» Phila, 
* Less Blaok and White, —~| more Gray Matter.” 


RHODE ISLAND, 
O F. OSTBY AGENCY, Providence—Bright, 
e catchy “ad ideas,” Magazine, news- 
paper adv. 


TENNESSEE. 
REENWOOD ADVERTISING COMPANY, 
Office and Plant, Knoxville, Tenn 
Designers and M’f’rs of Painted ‘Advertising, 
Out-of-door Work Contracted for. 
Street Bulletins, Wall, ane and Cut Outs, 
Distributing and Sign’Tac ‘acking. 


CANADA. 
ayer this advertising field. It is most 
a. We can aes: oe & Se mediums, 
se them us. THE DEs- 
BARATS ADVERTISING WoEncy, Ltd., Mon- 
re 


HAWAII. 
IONEER ADVERTISING CO., Honolulu—-Cos- 
mopolitan population makes our six years’ 
experience valuable. Newspapers, billboards, 
walls, distributing, mailing lists. 








all asked for a 
Reliable Time 
Switch to run 8 


days with one 
winding and turn your Electric Signs 
or Window Lights on and off at any 
time you set it, 


Manufacture the Switch 
and and Guarantee It. It. 
"Our Guarante Guarantee is 
rome gm ony and so is the Switch. We 
manufacture Electric Signs of all 


Porcelain Letters, 


Standard Sizes 35-50-75-100 Ampetes. 
2 or 3 Wite Systems, 








AMERICAN ELECTRIC SIGN CO. 


New York Office, 1265 Broadway, 


(WRITE FOR PRICES.) 


133 Summer St., Boston, Mass. 
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AS IT IS DONE IN BELGIUM. 

Belgium is not a large country, but 
it is possessed of large ideas, especially 
in regard to advertising. Even the 
authorities of Brussels are predisposed 
in favor of advertising, for they author- 
ize the erection of advertisement pillars 
in the public thoroughfares, the rights 
of advertising on them being a monopoly 
enjoyed by an agency called the Agence 
Rossel. There are twenty-five of these 
pillars in the town, and they stand on 
the principal boulevards in good posi- 
tions. The placards are mostly uniform 
in size, measuring two feet square, the 
cost being, I am informed, about two 
hundred dollars for the exhibition of 
one bill on each of the twenty-five pil- 
lars for a year. 

This agency just referred to seems to 
be one of the largest and most power- 
ful organizations of the kind on the con- 
tinent, for they control nearly every 
kind of outdoor advertising. 

The tramways and omnibuses of the 
town have the usual overhead adver- 
tisement boards, cards, printed on both 
sides, on the car windows and cards on 
the roof panels. 

Another monopoly enjoyed by the 
Agence Rossel is that of mural advertis- 
ing, by means of painted signs. There 
are upwards of three hundred walls in 
Brussels and its suburbs, and there are 
one or two familiar names to be seen 
among them. For example, there is an 
advertisement of Ind Coope & Co.’s 
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“Bieres Anglaises,” another of Lever 
Brothers, Limited, “Sunlight Savon,” 
another of “Extrait de Viande Armour,” 
and still another of “Machines a coudre 
—Singer,”’ so that it is obvious there is 
no little foreign enterprise on the conti- 
nent. 

The newspapers of Belgium do not 
compare in any way with those of 
America, neither in printing nor pro- 
duction generally. Same with the maga- 
zines, which are few and paltry. The 
advertisement columns of the newspa- 
pers are ridiculously narrow, some of 
them being only one and _ seven-eightis 
inches wide. 

Alongside the railways there are more 
wall-advertisements—billboard stations of 
wood being conspicuous by their absence 
throughout the whole country—again a 
monopoly of this powerful agency. Bill- 
posting is allowed on all public walls, 
for which there does not appear to be 
any rent paid. 

Advertising in Belgium did not strike 
me as an art, but as a very serious busi- 
ness. There were no pretty faces to at- 
tract one, as there are in one’s own 
country, and everything connected with 
advertising seemed to be on a dead level 
of dullness—Watson McKay, in Pro- 
fitable Advertising. 





A_wELL arranged catalogue of wo- 
men’s skirts, with brief descriptions, is 
sent out through the Northwest by the 
George Manufacturing Co., Minneapolis. 








—February Sixth 


will be the last day for reserving space in The 
Booklovers Magazine at the present rate of $150 a 
page. The March number goes to press on that 
date and after the March issue the new rate will be 
$200 a page. If you have not heard the reason 
for this increase, ask your agent or write us. The 
new rate is based on an average circulation of 
145,000 copies monthly among well-to-do a 
The best thing we can say about The Boo 

Magazine at this time is that it pays advertisers. 
Our representatives will tell you whom and how. 


Remember the date. 


Write us on your business letter-head for a copy of the 


December number. 





The Booklovers Magazine 


Advertising Department: 











lovers 


1323 Walnut St., Philadelphia 















: 
\ 


estate 


pA AES Sy aOR S PE EERE SB! PASS Se Me 












PRINTERS’ INK. 


“SATISFIED WITH MINE” 


OFFICE OF THE ‘‘ SOUTH SIDE OBSERVER,”’ 
ROCKVILLE CENTRE, N. Y., Nov. 22, 1904. 
Printers Ink Jonson, New York City: 

DEAR Sir—Inclosed find check for five dollars, for which 
please send me by freight or express one hundred pounds of 
your news ink. We have used your news ink at various inter- 
vals and also tried others, but we are satisfied with yours and 
we know that no other concern has furnished us with as good a 
grade of news for the price at which you quote yours. Very 
truly yours, SouTH SIDE OBSERVER Co., 

ARCHER B. WALLACE, Mgr. 






















Send for my price list of news and job 
inks. My fine inks are put up in tubes (any 
size) without any extra cost. Money back 
when customers are dissatisfied. Address 


PRINTERS INK JONSON, 


{7 Spruce St., New York. 


























‘*Two Heads Are 
Better Than One.” 


The agency placing your magazine and newspaper 
advertising charges you a fixed commission for that 
service. By our method you get double service for the 
same commission. You get the best efforts of leading 
advertising agencies, combined with the Ethridge Ser- 
vice in plans, copy and designs. This composite service 
was originated by us, and is the latest and most ad- 
vanced development in the advertising business. In no 
other way can you get such thorough, experienced and 
able advertising service. 

Write for full details. 



































THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 
































BY GEORGE ETHRIDGE, 


FeRITICISM OF COMMERCIAL ART 


Black needs a white background 
and white needs strong blacks to 
set it off, Contrast is everything, 
and this applies to all kinds of 
commercial illustration. The pic- 
ture of the young man and girl in 
the sleigh, as shown in advertise- 
ment No, 1, does not seem to con- 
tain any black or any white, on ac- 
count of the unnecessary grayness 
which fills the picture, As a mat- 
ter of fact, there are both white 
and black in this picture, but with 
so little opportunity for contrast, 
to set them off, the blacks. and 





Good, sense Is shown by using a’ Carriage Heater, 
Dealers show good judgment by handiing the Standa 

3 costs no more than a@thers, It is shaped to &t the feet. 
It is Duilt like & Btove me and a heating etove si that, 
Ishas dampers to regulate the heat and put out the Bre, 
It's made tw suit the trade—in cach styles that it's bound. 
to sell, A glance at the Heater will thaw the coldest 
hearted customer, “\Therg are none ¥0 blind as those, 
who will not see". Most jobbers have it, or; # brass 
Mounted, velvet carpeted sample from the factory wy 
xpress, prepaid, $3.25. Bade exclusively by 


She Standard Stamping Co, 
Formerly Te AvMInAL Laue Co. MARYSVILLE, OH10, 














whites disappear in the general fog, 

The advertiser evidently insisted 
upon one thing, and that was to 
have a good, clean picture of the 
device advertised, and if he had in- 
sisted that the entire illustration 
be equally plain, clear and simple 
—as in No. 2—he would have se- 
cured a much more satisfactory 
result, 

* * * 

Here’s a fine example of trying 

to cover the universe in a few 


inches of space. The McAllister 
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COMMERCIAL ART CRITICISM. 


READERS OF PRINTERS’ INK WILL RECEIVE, FREE OF CHARGES 


383 UNION SQUARE, N.Y 


MATTER SENT TO MR ETHRIDGE. 


































Magic Lanterns can, undoubtedly, 
be used in many ways, but it is use- 
less to demonstrate that fact in one 
small ad, It is really extraordin- 
ary, when you come to think of it, 
to find an advertiser in these days 
trying to show four lecture scenes 





No.2 


with the lecturer, and pictures of 
the audience—all in one-quarter 
page advertisement—to say noth- 
ing of text and other display. 
This is a survival of the days 
when advertising was so little un- 
derstood, as to be considered a 
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species of gambling, and a conser- 
vative person did not feel like 
taking a chance more than once 
a year. When he did get reckless, 
of course he felt it necessary to 
crowd the whole story into one 
small advertisement, together with 
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all sorts of illustrations, diagrams, 
etc, 
* * 
This Blasius piano adjvertise- 
ment comes very near being good. 
It stood out in the magazine in 


TO 
Piano-buyers 


everywhere we now offer The 
Blasius under a most favorable 
arrangement. Responsible per- 
sons, no matter how distant, can 
have The Plasius ‘in their homes 
and satisfy themselves of its superi- 
ority before we call the Piano 
actually sold. Write for particulars. 
We make The Blasius as good as a 


piano can be made, There is Hfty years’ 
experience back of it. The tone—the 


ink of it—sixteen complete Pianos 
every working day «f the year! Can 
you ask better proof of the desirability 
of our Pianos? 

We have thousands of letters of com- 
mendation, Arerica’s foremost actor 
wrote 

“ The Blasius Piano I have been using 
is the most delightful instrument it has 
ever been my pleasure to touch.” 

—Ricbard Mansfeld. 

May we send you book of testimonials, and 

photo-cng:avings of The Blasius new styles? 


*« How to Buy a Piano,” a book of 
valuable information, sent on request, 


Bensus 


1020 Chestnut Street 
PHILADELPHIA 











first-class shape, and the name of 
the instrument gets splendid dis- 
play. The only fault to be found 
with it is the people and the piano. 
The man seems to be superfluous, 
but if his presence is considered 
necessary, he should be up at the 


piano with the lady. This would 
give more room for the instrument 
and performer, 

The only trouble with this ad is, 
that neither the lady nor the piano 
have an adequate chance to show 
themselves, and if they were 
brought down in the foreground 
and shown up in detail, instead of 
silhouette—this refers to the lady 
—the result would have been much 
more pleasing. 

* * * 

It is not wise, as a rule, to use 
white lettering on black in a maga- 
zine advertisement. As a general 
thing it does not read easily, and 
it’s hard enough to get people to 








ForHis XMasGift 


Hang ona pair of 


PRESIDENT. 


Melissa 


- and he will hang on to 
. themeverafter for 
comfort n 


In handsome single 
pair boxes, suitable 

for mailing. “Art 
Girl” cover done 
in ten colors. , 








All dealers, or mailed, 
“ The C. A. Edgarton 


., Mtg. Co 
“Box 308, Shirley, 
Mass. 





read advertisements of the clear- 
est kind. This President suspen- 
der advertisement is an unusually 
good example of white on black. 
In the original it occupies a quarter 
of a page, and not only caught the 
eye very quickly, but is easy to 
read, f course, it is the shape 
of the Christmas tree that attracts 
attention. If the background were 
a solid black, the result would be 
far from commendable, but the out- 
line of the tree with its candles, 
make an attractive advertisement 
of it. 
* * * 


Here is a half-page ad of J. 
Stevens Arms and Tool Company, 
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which made a striking appear- 
ance and has many good qualities, 
The figure of the man is so large 
and bold that it is hard to get past 
him. At the same time the ad- 
vertisement could be made strong- 
er, The curved background be- 

















Be sure to be properly equipped for your hunting tri 
Use the “STEVENS,” and have the aesurance that 
eaemtnare be improved upon, and that there is 
possibility of your game getting away when si, 
byourguns. Our ine: siete ° — 
RIFLES, PISTOLS, SHOTGUNS, 
im Ask your dvaicr and insist | Liustrated catalog malled 
onthe STEVENS. If you | fortwo2-cent stamps to pay 
cannot obtain our gouds, | postage. Itis reple 
ime We will ship direct, express | juformation, a book of 
paid, Upon receipt of | crence, and a)l interested ip 
shooting should have it, 


ice, 
4. STEVENS ARMS & TOOL COMPANY, 
60 Maix Street Cicorce Fates, Mass. ” 














hind the man is supposed to be 
grass and shubbery., If this were 
all cut away, leaving the man 
standing on the mortise with no 
background whatever, it would 
make a wonderfully strong ad. As 
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it is the background adds nothing 
to the attractiveness or value of the 
ad, only serves to detract atten- 
tion from the figure, 

—— +~p~__ — 

Specimens of folders and_ circulars 
from the Hobron Drug Store, Honolulu, 
Hawaiian Islands, show a familiar win- 
ning style of writing that is never forced 
or artificial; each ad contains definite 
offers and prices, and the whole lot is 
thoroughly commendable. 








Down in Dallas, Texas 


The Retail Merchant 
is published. It’s a grocery paper, not 
an almanac. It is the only one reach- 
ing the live retailers in the southwest; 
they read it because it is interesting. 
Established in rgot. 
Advertisers get results. Write for rates. 








*Bout “Himself’’ and “His Work” 


The First Edition of “ Excerpts from His 
Scrap Book ” is éxhausted ; Second Kditicn 
now on the press. If your name arrives in 
time, accompanied by Five Red Stamps, 
copy will be mailed you by 


FRANKLYN HOBBS, 
Composer and Editor of Advertising Let- 
ters, at the ‘* Letter Shop” in the 
Caxton Block, Chicago. 











{ “It is the best religious paper in 
America.” 
“It is a better paper now than I 
have ever known it to be before.” 
We wonder if any advertisers 
think that 


Gye Sanday Spool Caner 


is a Sunday-school paper intended 
for children. 

4 It is subscribed for, read and 
studied by the most intelligent, 
wide-awake, progressive Sunday- 
school workers throughout the 
different denominations — it is 
their indispensable tool. 

J] Showing the paper to new peo- 
ple has gained for it thousands of 
new subscribers. The present 
issues are about 150,000 copies 
weekly. 





8oc. per line or $11.20 per inch 
We Shall Be Pleased To Hear From You. 43 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 
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READY-MADE ADVERTISEMENTS, 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Don’t get careless about your 
advertising just because you're 
beginning to feel the benefits of 
early selling for Christmas. Don’t 
get a notion that you are going 
to do just about so much business 
anyhow, and that it isn’t going to 
make any particular difference 
whether you advertise much or lit- 
tle. Don’t think for a minute that 
what you may call your Christmas 
ad, run without change from now 
to Christmas eve, will bring you 
the business that would come from 
a daily or every-other-day change 
of copy, for it won’t. At no other 
time in all the year do people wel- 
come good advertising as now. 
They look to the advertiser to help 
them with suggestions for gift 
buying; they expect him to print 
all the news of his store that has 
any bearing on this subject, and 
the news columns of the paper are 
not more carefully read, in many 
cases with much less interest, than 
those which contain live, helpful 
advertising, Change your ads oft- 
en from now till Christmas if 
you have to sit up nights or go 
without your noon-time feed to 
do it, You may think you have 
more important things to do, but 
you haven’t—not if your line ap- 
peals even remotely to any Christ- 
mas want and you have the goods 
to supply it. If you haven’t read 
this department in last week’s 


paper, read it now; it may help 
you to get more out of your Christ- 
mas advertising. And go through 
this week’s installment of ads, even 
those which are not written for 
your line. 


You're likely to get a 





good idea that will apply as well 
to your business as to some wholly 
dissimilar line for which it was 
employed by somebody else, 
Above all, give your Christmas ad. 
vertising a cordial, inviting tone, 
and see that the customer is met 
in the same spirit at your counters, 
Don’t slop over, don’t be effusive; 
just be pleasant and helpful, Al- 
ways remember that you are at- 
vertising not alone to your old 
customers who might be drawn 
away from you by a competitor's 
better advertising, but are appeal- 
ing to new customers whose whole 
ifuture trade may depend upon 
how you meet their Christmas de. 
mands. Disappointments in your 
advertising, goods, service, prices 
or delivery, that might be passed 
lightly over at any other season 
will be taken very seriously just 
now, so it behooves you to be 
unusually carefuf on all these 
points. 
A Good Start. 





Santa Claus Has 
Taken Possession 
of this 
Great Toy Store 
Old Santa Claus, with 
ne’er a pause, has worked 
both day and night, to 
make ‘these toys for girls 
and boys who try to do 
what’s right. The jolly elf 
is here himself, ’midst all 
his queer creations, and his 


quick ear is sure to hear 
your whispered expectations. 


STRAWBRIDGE & CLO- 
THIER, 


Philadelphia, Pa. 
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This One From the Philadelphia Bulle- 
tin Shows a Good Way To Do It. 
Not a Lot of Talk—Just a Headline 
That Tells What It’s About, Then 
Kinds and Prices. 





Why Nota Clock? 


The bright face of a good 
clock and its ceaseless tick- 
tock would call to mind the 
giver every hour in the day. 

Gilt Novelty Clocks—$1.25 
to $10.00, 

Gilt Mantel Clocks—hour 
and half-hour strike—$20.00 
to $75.00. 

French Traveling Clocks, 
in leather cases—$5.00 to 
$40.00. 

Gilt Sets—$10.00 to $35.00 

Bracket Clocks, in oak or 
mahogany cases—$11.25 to 
$90.00. 

Enameled Iron Clocks— 
$4.00 to $12.00. 

Alarm Clocks—8s5c. to 


$3.50. 
Cuckoo Clocks—$5.50 to 


$25.00. 
Hall Clocks—$32.50 to 
$400.00. 


STRAWBRIDGE & CLO- 
THIER, 
Philadelphia, Pa, 











Blake’s Ads, in the Danbury, Conn., 
Evening News, Are Always Cordial, 
Lively and Interesting. 





Drop in and 
Have a Bite 


the first time you come to 
Danbury. You'll find my 
Quick Lunch Bar a_ good 
place to recuperate. I , 
open house from 5 a. m. til 
after midnight, catering fo 
hundreds daily. 

More towners and out-of- 
towners coming every week 
to like the wholesomeness of 
the fare and the cleanliness 
and order of the new place. 

I am having a big run on 
shell foods at __ present. 
Oysters on the half, stewed 
or fried. Clams in chowder, 
or any way you prefer to 
have them served. Coffee 
and rolls, roc. My bill of 
fare embraces a hundred ap- 
petizing items. 

Regular dinner daily, 4 to 
8 p. m.—3z0c. 


JOHN BLAKE, 
Danbury, Conn. 
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An Excellent Introductory for Items 
and Prices, and a Particularly Happy 
Hint in the Last Paragraph, 









A Great Day for 
Children 


In the Toy Store, 
ne was; to-day will 


A steady patter of little 
feet all day long yesterday. 
It looked like the week of 
Christmas in the Toy Store. 

Isn’t it nice, mothers, to 
bring your children in now 
when everybody is fresh and 
the toys are bright and new 
and let them tell you what 
they want! 

See Aladdin’s Cave and 
the Magician, the hill-climb- 
ing auto, the mechanical 
trains, the electric cars and 
the hundred and one things 
that go. 

If you bring your mothers 
or fathers, or grown-up sis- 
ters and brothers with you, 
children, you can try your- 
self how many things work— 
a special privilege that we 
know will not be abused. 


JOHN WANAMAKER, 
Philadelphia, Pa. 





Seasonable. 











Fire Sets 


If you haven’t happened 
to inherit an old, old fire set 
with which to decorate and 
care for your fire-place, don’t 
be disturbed. Here are 
handsome sets—shovel, pok- 
er, tongs and standard—that, 
judged by their designs, you 
might suppose were genera- 
tions old. Dead-bblack, rust- 
less finish, quaint designs, 
$5.00 and $5.50. 

‘And Andirons; andirons 
that somebody’s great, great 
grandmother might _ have 
handed down, only a 
bit too new-looking for 
that, at $2.50, $2.75, 
$3.00, $4.50. Dull black fin- 
ish that will not rust and 
cannot tarnish, 

All in our window. 

A Christmas hint for some- 
ody. 

THE DANBURY HARD- 
WARE CO. 


Danbury Conn. 
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Those druggists who are doing 
distinctly good, thoroughly out-of- 
the-rut advertising, should find in 
the consciousness of having done 
something to help brother drug- 
gists in other towns, a sufficient 
incentive and reward for sending 
sample ads to this department for 
reproduction with appropriate com- 
ments and full credit. 


The Average Druggist Puts Up Family 
Recipes Every Day, Yet Seldom 
Tries To Do More of Such Business 
By Making a Bid for It. 





Reliable 
Family 
Recipes 


Valued recipes are depend- 
ed on in many homes for 
the cure of minor ailments. 
We make a specialty of 
everything in the line of re- 
cipe and prescription work, 
and know that when these 
are carefully prepared from 
our high grade drugs you 
can depend on them for re- 
sults. 

Family remedies, coloring 
recipes, condition powders 
and stock medicines are com- 
pounded here just as care- 
fully as the most delicate 
prescription. 


KINNER & BENJAMIN, 
Druggists, 
173 Main St., Danbury, Conn. 





Good Idea. 





The Picture 
Place 


Not a bit too early to pick 
out some beautiful pictures 
and have them artistically 
framed for Xmas _ gifts. 

A big line of Pictures at 
moderate prices. Reasonable 
charges for framing. 





S. J. VENABLE, 
604 oth Street, 


Washington D. C. 
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Short and Sweet. 








California Maras- 
chino Cherries 


New shipment, just re. 
ceived. Order your Christ- 
mas supply now. 75c. quart, 
40oc, pint, 25c. half pint, 

TO-KALON WINE CoO., 
614 14th st., ‘Phone 998. 

Washington, D. C, 











Here's a Good and Timely One From 
the New Haven Register; but an 
“Annual Hint” Is Hardly Enough for 
Blank Books, Because January First 
Isn't the Only Time That People 
Open New Books. 





Our Annual 
Hint 


If you will need a new set 
of books January 1st—If you 
want a new Filing Cabinet, if 
you are going to start any 
new systems the first of the 
year let us talk with you 
about it. We may be able to 
offer a suggestion that will 
help you. That’s our busi- 
ness. 


JOHN R. REMBERT & CO., 
262 State Street, 


New Haven, Conn. 





Instructive and Interesting. 








Optometry. 


OPTO—Eye. METRY—to 
measure. 

My sysem of examining 
the EYES represents the 
most advanced and_ most 
practical discoveries now in 
use in the practice of OPTO- 
METRY, and Glasses _ fitted 
under this system are invari- 
ably found satisfactory and 
helpful in relieving “Eye 
Strain.” 

Examinations by appoint- 
ment are preferred, so that 
there may be no hurry. 

Glasses made and delivered 
without delay. 

Telephone 533-12. 


H. J. COVELLE, 
Optometrist. 
(Eve Measuring Specialist.) 
Office at residence, Cor. 
Main and Union Sts., opp. 
Bangor House. 
Bangor, Me. 











| New Store, 1215 G St. 
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A Good Description Helps Just As 


Much Now As At Any Other Time. 





These 
Morris Chairs 
Will Make 
Excellent Gifts 


There is no gift more ap- 
propriate and none that will 
pe appreciated more by many 
than a Morris Chair. We 
have an interesting display 
of Morris Chairs on Sale at 
7:7 
735. showing is eminently 
a holiday presentation, and, 
as such is an attraction that 
will appeal to all. We ad- 
vise an early selection, with 
delivery postponed, if you 
like. 

The illustration depicts the 
general beauty of these 
Chairs. They are made of 
quarter oak, or imitation ma- 
hogany, and the woodwork 
1s highi polished. Cushions 
are made in the Seigel-Coop- 
er factory, and, accordingly, 
the sanitary construction is 
above reproach. They have 
velour coverings in an as- 
sortment of colors, The seats 
are full springs and noted 
for durability. 

A Magnificent Display to 
Satisfy Christmas Wants. 


SIEGEL-COOPER CO., 
New York. 





Christmas Hint That Will 
Heeded. 





Bath Robes 
$8 
that should be 
$12 


Right in line for Holiday 
giving, we have a good-sized 
lot of handsome Bath Robes 
made of fine quality import- 
ed cheviots with “Terry” 
lining. They are regular 
$12. value—we have sold 
plenty at that price and 
others are still asking it. 
The patterns are certainly 
beautiful; effective designs in 
Scottish plaids. All men’s 
sizes. $8. 

On Friday a word about 
Special Cravats at half-a- 
dollar, 

JACOB REED’S SONS. 


Philadelphia, Pa. 











Be 


A Seasonable One From the New 
Haven, Conn., Register. 





Pancakes and 


Sausage 


A posite ~o" breakfast 
provided you. have. our 
dainty little “Lenox Farm” 
Sousage at 15c. per lb. Cost 
a little more than the or- 
dinary kind, but worth 
double. 

New Pack Buckwheat 
Flour to go with the little 
Sausages, only 0c. per 
package. 

Maple Syrup. Large 
hotties pure "Maple Saw 
at 2o0c. Also the popular 
Karo ——- at 10c. per can. 
Fresh Killed Poultry. Fine 
fresh killed Chicken, 20c. Ib. 
Fowl, 18c. all sold _ full 
dressed. <A large line fresh 
Vegetables, prices low. 


D. M. WELCH & SON, 
West Haven. Fair Haven. 











Another One From the Philadelphia 
Bulletin, in Which the Advantages of 
a Book Account are Attractively 
Stated. 


We Want Your 


Account 


We handle a great man 
accounts, large and onal, 
and we value each one no 
matter what its size. 

We want yours, 

It’s so handy for us both, 

No trouble with bills. A 
systematic service covers 
that. 

You merely drop in at 
our store and leave yer 
order—an time or 
working day. We will take 
care of it. 

Or call us on the ’phone 
Bell 2257, Walnut or Key- 
stone 1453 Race; will send 
the delivery man out your 
“% in short order. 

romptness and conven- 
ience are recommendations, 
a Write, ’phone or 
call. 


SCHOCH & SHAFER CO. 
Philadelphia, Pa. 














On account of the overshadow- 
ing importance of Christmas ad- 
vertising, some of the advertising 
problems that have recently been 
submitted by readers of this de- 
partment cannot be considered un- 
til after Christmas, when they will 
be taken up and discussed at 





length, 










if 
{ 
















PRINTERS’ INK. 


THE 


CHRISTMAS 
NUMBER 


OF THE 





ADVERTISERS 
Intending to take 


N E W Y O R K advantage of this 


opportunity are 
requested to send 


in their orders as 
H } k Al D early as_ possible. 























WILL BE PUBLISHED 


SUNDAY, 
oa. 13. 








